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“It is interesting but disillusioning 
to the advertiser, says Mrs. Elaine 
Cleveland Norden, to learn that two- 
thirds of the entire population of 
the United States live on less than 
$2,600 a year. 

And it’s somewhat disillusioning 
to the population as well. 


* * * 


Mobiloil went to the expense of 
having advertisements set up and 
delivered to the newspapers in 
advance of the completion of the 
Kingsford - Smith trans - Atlantic 
fight. The aviators didn’t want to 
cause any unnecessary trouble, and 
so they made a point of getting 
across. If they had been compelled 
to make a forced landing in the 
middle of the Atlantic the recollec- 
tion of those advertisements would 
have caused them no end of humilia- 
tion. 

ok * * 


The Great Atlantic & Pacific Tea 
Company, says The Business Week, 
is at last living up to its name, hav- 
ing reached the Pacific Coast, after 
a mere seventy years, through the 
establishment of stores on the coast. 
The A. & P. probably hurried up 
for fear of what the National Better 
Business Bureau would say if they 
discovered the awful truth. 


* * * 


Joseph Deutsch, president of the 
Edwards & Deutsch Lithographing 
Company, wonders why lovers of 
scenic beauty and the great outdoors 
always disregard the highway hot- 
dog stands and pick on the bill- 
boards. Probably a hungry nature 
lover has difficulty being esthetic 
while consuming a frankfurter. 

* cd * 


George D. Gaw, of the Gaw- 
O'Hara Envelope Company, which 
has put a talking electric sign into 
operation, warns that if the sound 
is too loud a sign of this kind could 
easily become a nuisance. Radio 
dealers with tireless loud speakers 
are invited to read this sentence 
twice. 


s: + « 


Manufacturers of golf balls and 
clubs are printing advertisements 
showing how the drive is shortened 
or the putt pulled off the line by 
faulty equipment. This is good copy, 
but it’s certain to boost the mem- 
bership of the Alibi Club. 


* * * 


Lord Riddell cabled Howard Heinz 
of Pittsburg for information on the 
best ways to stimulate business dur- 
ing times of depression. The unoffi- 
cial report is that Mr. Heinz replied, 
“There are fifty-seven varieties, but 
the best one is advertising.” 

ok * * d 


The Detroit advertising people 
had what was announced as an old- 
fashioned spelling bee last week, 
choosing the first word, “sacrile- 
lous,” from an advertisement in 
The Saturday Evening Post. That 
Proves it wasn’t an old-fashioned 
Spelling bee, because the only place 
the old-fashioned advertiser could 
ave found “sacrilegious” was in the 
dictionary. 


* * * 


The optimists in the candy indus- 
ry are now declaring that prohibi- 
tion and Lucky Strike advertising 
Were blessings in disguise. Perhaps 
they'll turn out to be Life-Savers. 


Copy Cus. 


RECORD SUCCESS 
WON BY DURIUM 
CONSIGNMENTS 


Selling 1,500,000 Weekly with 
New Plan 


New York, July 3—The Durium 
Products Corporation, of New York, 
has adopted a new and sensational 
method of distribution for its 15- 
cent Hit-of-the-Week phonograph 
records. 


They are being distributed through 
the news-and-periodical trade, on a 
consignment basis, and at stated in- 
tervals of one week, thus fitting into 
the operating methods of the 700 
news jobbers who supply this trade. 


Full-page newspaper advertise- 
nents are telling the story to the 
vublic, featuring the type of re- 
tailer handling the records, the re- 
narkably low price and the music 
‘ury which is selecting the weekly 
‘its. They are Florenz Ziegfeld, Ed- 
lie Cantor and Vincent Lopez. 


There are 90,000 dealers handling 
newspapers and periodicals, which 
are getting to be the most popular 
side-line in the country. In addition 
to exclusive newsstands, papers and 
magazines are handled by tobacco 
stores, drug-stores, confectioners, etc. 


Tested in New England 

The business is practically all on 
a consignment and return basis, and 
this is the feature of the plan which 
has insured 100 per cent distribu- 
tion for the Durium record. The 
vlan was tested in New England for 
twelve weeks before being an- 
nounced nationally, and has been 
successful. In fact, at the rate New 
England has been operating, it is 
expected that sales of 1.500,000 to 
2.000.000 records a week will be 
recorded. This would mean a retail 
volume of $225,000 to $300,000 a 
week. 


Jobbers to whom ADVERTISING AGE 
has talked are enthusiastic regard- 
ing the new plan. It is the first time. 
they say, that any manufacturer of 
merchandise has undertaken to use 
their facilities for distribution pur- 
noses, and they can see big. possi- 
bilities in it, especially for a prod- 
uct with a periodical feature such as 
the weekly issuance of Hit-of-the- 
Week records. 


In its newspaper copy Durium says 
of its new product and plan: 


“On the newsstands now! 


“A new, better, longer-life phono- 
graph record for 15 cents. 

“The newest Hit-of-the-Week Rec- 
ord is on sale in this city at every 
newsstand today. 


“Every Friday noon from now on 
a brand-new Hit-of-the-Week record 
will go on sale. Without bothering 
to listen to a lot of records you 
don’t want, to find one that appeals 
to you. you can buy each new Hit- 
of-the-Week record as it appears on 
the newsstand, certain that you have 
the latest sure-fire success that the 
countrv will be whistling and danc- 
ing to.” 


The Durium account is handled 
by Erwin, Wasey & Co., who are 
running large space in 150 news- 
papers in the larger cities of the 
country. 


Asheville, N. Car., July 3.—(By 
wire)—In spite of a strong plea for 
the establishment of a rate-making 
body of leading newspaper publish- 
ers by John Benson, president of the 
American Association of Advertis- 


J. S. Parks 


Smith (Ark.) Southwest 
American; re-elected president, 
Southern Newspaper Publishers’ 
Association. 


Fort 


ing Agencies, the Southern News- 
paper Publishers’ Association, hold- 
ing its 28th annual convention here, 
voted to accept the local-national 
rate definition evolved by the News- 
paper Advertising Executives Asso- 
ciation in Washington in May. 


“My idea means an_ informal 
group of far-seeing publishers who 
will confer about the medium as a 
whole, study its problems, analyze 
its rates and rate-making, build up 
a code of ethics for advertising and 
enforce it among themselves,” said 
Mr. Benson. 


“That group would have one 
strong committee establishing sound 
principles of rate-making; another 
with an adequate definition of na- 
tional and local business; another 
with ways of lessening destructive 
competition between papers; and 
another to exclude misleading copy.” 


Such a group, joining hands with 
the Four A’s, with its buying power 
of $350,000,000, and the Association 
of National Advertisers, with $200,- 


N. A. E. Definition 
of Newspaper Rates 
O. K.’d at Asheville 


000,000, could make a new day dawn, 
Mr. Benson asserted. 


Resolution Adopted 


The resolution adopted by the 
association reads: 


“Newspaper rates are better desig- 
nated as retail and general, rather 
than as local and national. 


“An advertiser shall be entitled 
to retail rates only when he sells 
direct to the consumer through one 
or more retail stores which he alone 
owns and controls. 


“If the retailer named is also ter- 
ritory jobber, wholesaler or - dis- 
tributor, the advertising is not local 
retail copy. 


“Retail rates apply to co-operative 
advertising confined strictly to a 
group of bona fide retail advertisers, 
provided the advertising is paid for 
by the merchants involved. General 
rates apply to all co-operative ad- 
vertising where both retail and 
general advertisers are involved. 


“General rates apply to advertis- 
ing over the signatures of two or 
more retailers, of separate owner- 
ship, offering the product of some 
manufacturer. 


“General rates apply to all adver- 
tising other than that of strictly 
bona fide retailers, selling at retail 
exclusively, paid entirely by them- 
selves, and offering goods or services 
to the consumer at outlets owned by 
themselves without reference to 
whether the copy is placed direct or 
through an advertising agency.” 


Parks Re-elected 


John S. Parks, publisher of the 
Fort Smith (Ark.) Times Record 
and Southwest American, was re- 
elected president of the Southern 
Newspaper Publishers’ Association. 
Col. Robert Ewing, New Orleans 
States, was re-elected chairman of 
the board, and Walter C. Johnson, 
Chattanooga News, treasurer. 
Cranston Williams, of Chattanooga, 
was also returned to the secretary’s 
office. 


The following directors were 
elected: Don S. Elias, Asheville 
(N. Car.) Times; James S. Chap- 
pell, Birmingham News and Age 
Herald; J. H. Long, Huntington 
(W. Va.) Advertiser and Herald- 
Dispatch; Powell Glass, Lynchburg 
(Va.) News & Advance; K. A. 


(Continued on page 11) 


8:30 A. M. 


$193,269,721, the Procter & Gamble 


Quaker Oats Doubles Up on Radio 


The Quaker Oats Co., which has been using the radio from 8:15 to 
in behalf of Crackles, has added an evening program from 
6:30 to 6:45 for Puffed Wheat and Puffed Rice. It is the first advertiser 
to use facilities of the National Broadcasting Co. twice daily. 

The hook in both programs is an offer of a doll, ready for stuffing, 
in exchange for the top of a container. 


Panama Minister’s Wife Wins Sterling Contest 


Washington, D. C., July 3—(By wire)—Mrs. R. J. Alfaro, wife of the 
Panama minister, won first prize in the “What I Think of This Vogue 
for Sterling” contest, part of a test campaign being conducted by the 
Sterling Silversmiths Guild of America. Another winner was Mrs. Thomas 
D. Schall, wife of the blind Senator from Minnesota. 


Procter & Gamble Seeking New Product 


Cincinnati, July 3—(By wire)—Discontented with its 1929 sales of 


Co. is seeking a new product. Two 


of its executives are in Europe on this mission. 


BULOVA REPLIES 
TO CRITICISM 
OF B. B. BUREAU 


Lack of Investigation Charged 
by Biow 


New York, July 3—The National 
Better Business Bureau _ recently 
honored the Bulova Watch Company 
with a special bulletin headed, “The 
Bulova Observatory: Investigation 
shows that Bulova Watch Company 
uses Western Union time in broad- 
casting Bulova time announcements 
—Bulova watches not ‘cased and 
timed’ in an observatory.” 


Another advertising statement 
criticised by the National Better 
Business Bureau was, “Listen in 
nightly for Bulova radio time an- 
nouncements.” 


The Bureau asserted that “this 
statement gives readers the impres- 
sion that the company is broadcast- 
ing time signals determined by 
Bulova at its observatory.” 


Biow Replies 


Milton H. Biow, president of the 
Biow Company, agency handling the 
Bulova account, said that “the entire 
bulletin shows a thorough lack of in- 
vestigation on the part of the Na- 
tional Better Business Bureau. After 
all, it is difficult for them to pass 
opinions on matters of astronomy, 
and it is only natural that they will 
let themselves in for situations of 
this kind when they touch on sub- 
jects they know nothing about.” 


As for the statement that Bulova 
time signals are given by Western 
Union, Mr. Biow said that if the 
N. B. B. B. had lifted the telephone 
and called three or four stations 
broadcasting Bulova time, it would 
have learned that its statement was 
untrue. ‘ 


“Bulova stations broadcast time 
from accurate timepieces that have 
either been supplied by, or verified 
and accepted by the Bulova Watch 
Company,” he continued. “Some sta- 
tions undoubtedly use Western 
Union time, but certainly not all.” 


Asked for Investigation 


“The Bulova Watch Company 
offered the National Better Business 
Bureau an opportunity to verify the 
observatory instruments and _ re- 
quested them to appoint an astron- 
omer to take observation from the 
Bulova Observatory so that they 
might learn that the time recorded 


is within one-tenth of a second of 


accuracy. 


“This, the National Better Busi- 
ness Bureau did not do. They de- 
clined the offer, stating in a letter 
that they did not doubt that the 
Bulova Watch Company maintained 
such an observatory, which, on the 
whole, contradicts the entire opinion 
expressed in their bulletin. 


“In all, we feel the article is so 
lacking in facts as not to be entitled 
to serious treatment. The Bulova 
Watch Company now, as always, 
opens its observatory to any student 
who wishes to verify its claims. The 
National Better Business Bureau im- 
plied that the Bulova company stated 
that it broadcasts time taken from 
its observatory. The Bulova company 
at no time made such a claim di- 
rectly or indirectly, and such a state- 
ment on the part of the National 
Better Business Bureau is a reflec- 
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tion upon the thoroughness with 
which they study advertisers’ copy. 


“The Bulova Watch Company, of 
course, is in sympathy with the prin- 
ciples for which the National Better 
Business Bureau stands, and is ready 
always to co-operate with them in 
carrying out these principles. But it 
unreservedly takes exception to 
statements made by the bureau that 
are not based upon facts, that are 
contrary to truth, and attempt to 
reflect upon the ethics and business 
integrity of any advertiser.” 


Amos ’n’ Andy 
Will Endorse 
No More Goods 


The National Broadcasting Com- 
pany, according to word from its 
Chicago office, will stand pat on the 
present Amos ’n’ Andy line-up, de- 
spite the efforts of many advertisers 
to borrow the magic words for use 
on their products. 

As the situation now stands, the 
Pepsodent Company is the chief 
owner of Amos ’n’ Andy through its 
nightly broadcasts. However, con- 
cessions have been awarded the Wil- 
liamson Candy Co., Chicago, which 
is producing an Amos ’n’ Andy bar; 
Louis Marx, of New York, who has 
permission to use the name on a toy 
taxicab; and the Western Tablet & 
Stationery Co., which makes a line 
of school tablets. 

The Western Hosiery Co., of Chi- 
cago, recently announced that it 
would introduce golf hose for boys 
under the trade-mark, “Check ’n’ 
Double Check.” The National Broad- 
casting Company says it will check 
and double check on this and en- 
deavor to check the manufacturer’s 
activities along this line. 

According to N. B. C., the nightly 
conversation between Correll and 
Gosden, the Kingfish and Lightnin’ 
is sent to Washington for all brands 
of legal protection available there. 

Amos ’n’ Andy will leave for the 
West Coast July 11 to make a talk- 
ing picture. The nightly broadcasts 
will not be interrupted, as the lads 


ADVERTISING AGE 


———<— 


NEW INDIVIDUAL 
PRIZE INCLUDED 
IN BOK AWARDS 


$10,000 and Gold Medal Make 
Up List 


Cambridge, Mass., July 5—The 
announcements of the 1930 provi- 
sions of the Harvard Advertising 
Awards are now being mailed from 
Cambridge, giving the list of prizes 
to be awarded for the current year. 

The awards for 1930, for the most 
part, will be the same as those for 
1929. An award for the individual 
advertisement effective in its com- 
bination of the elements of text, 
type, headline, and illustration has 
been added. In all, ten money 
awards and one gold medal will be 
given. All prizes for the current 
year will be in the amount of $1,000. 


The following four awards of 
$1,000 each will be given for adver- 
tising campaigns: (1) For a national 
campaign for a specific product; (2) 
for a local campaign for a specific 
product or merchandise; (3) for a 
general or institutional campaign; 
(4) for a campaign of industrial 
products. A statement of 600 words 
giving pertinent facts concerning 
the campaign is to accompany the 
advertising campaigns submitted. 


Individual Awards 


Five awards of $1,000 each will be 
given for individual advertisements: 
(1) For effective use of text; (2) for 
effective use of pictorial illustration; 
(3) for effective use of headline; (4) 
for effective use of. typography; (5) 
for effective combination of the ele- 
ments of text, headline, type, and 
ilustration. 


An award of $1,000 will be given 
for the advertising research of the 


are extremely industrious. 


year conspicuous in furthering the 


Advertising? 

Montreal, July 3.— Com- 
plaints that some manufac- 
turers are garbing agents in 
uniform caps resembling those 
worn by Canadian customs 
officials have been received by 
the Montreal Motorists’ 
League. 

The men stand on the high- 
way near the border line, and 
when a motorist stops, give 
him a sales talk and a supply 
of literature. 


million people, 


FLINT 


Detroit’s 


INFORMATION DESK 


Advertisers who have success- 
fully developed the Detroit Mar- 
ket will tell you how Walker & 
Co., with their intimate knowl- 
edge of the personal characteris- 
tics and buying habits of two 


areas wherein the willingness to 
purchase specific products is de- 
cidedly pronounced. 


Selective coverage in Detroit 
means advertising economy. 


OUTDOOR ADVERTISING 
88 Custer Ave. 
DETROIT, MICH. 
GRAND RAPIDS 


are able to spot 


SAGINAW 


knowledge and science of advertis- 
ing. 

The gold medal for distinguished 
personal service to advertising is 
again included among the awards to 
be offered. 

The Harvard Advertising Awards 
were established in 1923 by the late 
Edward W. Bok, in the Harvard 
Business School as a means of giv- 
ing recognition to merit and of stim- 
ulating higher standards of excel- 
lence in the planning and execution 
of advertising. The awards are lim- 
ited to advertising appearing in 
newspapers and magazines during 
the current year. 

The winners of the awards are 
announced each year in February, 
after a jury appointed by the Dean 
of the Harvard Business School has 
selected the winning material from 
among the large number of adver- 
tisements submitted. In 1929, the 
jury reviewed approximately 12,000 
advertisements. 


Agricultural Papers 
for Water Heaters 


Klau - Van Pietersom - Dunlap- 
Younggreen, Inc., Milwaukee agency, 
has been appointed to direct the 
advertising of the Strauss Electric 


Appliance Co., Waukesha, Wis., 
manufacturers of electric water 
heaters. 


Agricultural publications, business 
papets and class magazines will be 
used. . 


O. K. Stock Increase 


Stockholders of the American Col- 
ortype Company, Cincinnati, at a 
special meeting June 24 approved an 
increase in the authorized capital 
stock to 300,000 shares from 150,000. 
A portion of the capital will be used 
to acquire the American Art Works, 
Coshocton, O 


Open Chicago Office 
The Abernethy Turrentine Pub. 
Co., Atlanta, has opened Chicago 
offices at 155 N. Clark street, in 
charge of Sidney W. Brown and 
Mat. H. Friedman. The company 

publishes four business papers. 


Start Jelly Survey 
At the request of the National 
Preservers’ Assn.. the Department 
of Commerce has begun a survey of 
jelly and preserve production, to 
include channels of distribution. 


Lenders Name Agency 

The National Lenders Corp., oper- 
ating in Indiana, Illinois and Mich- 
igan, has placed its advertising ac- 
count with Lamport, Fox & Co 
South Bend, Ind. 


Potts to Move 
R. J. Potts & Co., agency of Kan- 
sas City, have taken a ten-year lease 
on the east half of the fifth floor of 
the new Fairfax building, and will 
move about August 1. 


Promoted by “Liberty” 


Frederic A. Ewald has been ap- 
pointed manager of the Detroit ad- 


Future Agency 
Is Described 
by Mac Gaheran 


Minneapolis, July 3.—The adver- 
tising agency of the future will be 
as different from the advertising 
agency of today as our present agen- 


Joseph Mac Gaheran 


cies are from those of twenty years 
ago, according to Joseph Mac Ga- 
heran, account executive of the Mac- 
Martin Agency. 

“Advertising agencies will become 
more and more scientific and less 
professional,” he told ADVERTISING 
AcE. Psychologists, statisticians, 
engineers of varying degrees, and 
perhaps even bio-chemists will take 
their place in the agencies of the 
future, Mr. Mac Gaheran believes. 

“The high rewards will go to 
these men—the men who actually 
produce resultful advertising,” he 
said. 

“Agencies will purge themselves 
of the high-pressure backslapper, 
the man adept at mingling at clubs, 
uttering platitudes at luncheon 
meetings and selling accounts on the 
basis of personality. And there will 
be less staging and more science. 
Personality will mean less and less 
as time goes on.” 

Mass production alone governs the 
life of our present social organism, 
Mr. Mac Gaheran said. 


“Our present organism can endure 
only as long as mass production en- 
dures,” he said. “Mass production 
is now keyed to such speed that any 
halt or retarding influence will be 
dangerous. Our entire social system 
would be thrown into ruin. And ad- 
vertising is the only means by which 
consumption may be kept in line 
with production. Therefore adver- 
tising is now a social necessity.” 


Personality to Go? 


In discussing the future, Mr. Mac 
Gaheran said that personality will 
go out of selling and retailing. Self- 
service stores, where the consumer 
himself: selects a brand of goods 
from the shelf, will create a situa- 
tion where the manufacturer or dis- 
tributor must depend upon adver- 
tising as his sole and final appeal, 
he said. 

“We already find many stores 
where automatic vending machines 
have eliminated all personality from 
merchandising. In the future, com- 
petitive merchandise will be ranged 
side by side in machines, and the 
consumer will place his money into 


vertising office of Liberty. He has 
been a member of the Detroit staff. 


the machine which contains the par- 


July 5, 1930 
eee. 


Brooklyn Catcher 
Advertising Theme 


Brooklyn, July 3.—The 
American Safety Razor Cor. 
poration is doing some inter. 
esting advertising in Cuban 
papers hooking up with the 
fact that Gem blades are a 
product of the city which also 
boasts Senor Lopez, the 
catcher for the Brooklyn Na- 
tional League club. 

The Millsco Agency is han- 
dling the campaign. 


ticular brand on which he has been 
sold. 


“The continued assault on speed 
records presages another important 
factor that the agency of the future 
must face. Mass production js 
merely the result of co-ordinated 
speed factors. We now travel from 
50 to 60 miles per hour, but the 
time is not far distant when we'll be 
considering 100 miles an hour a 
comparatively slow pace. 

“Picture what this increased pace 
will do for an entire people. Fruit 
picked in Central America Friday 
will grace our Sunday breakfast 
table. Fish from the Atlantic or 
Pacific will be served in the Midwest 
the day they are taken from the 
water. Clothing, homes, machinery, 
transportation facilities all radically 
different! 


“It is with such revolutionary 
changes that the future agency must 
cope. The faster the consumer lives 
and travels, the quicker he obtains 
his goods, the faster advertising will 
have to work. New methods, new 
appeals, new mediums must be 
evolved to meet these ends.” 


Louisiana Bill 
Danger Signal, 
O.A.A. Believes 


New York, July 3.—That every 
form of advertising must hang to- 
gether, if it is not to hang sepa- 
rately, is the moral drawn by the 
Outdoor Advertising Association of 
America, Inc., from the Louisiana 
bill to tax newspaper advertising 
15 per cent. 

While that bill was killed without 
ceremony by the House committee, 
as reported by ADVERTISING AGE 
last week, it probably would never 
have been proposed had New Jersey 
not been successful in passing a bill 
taxing outdoor advertising in that 
state 3 cents per square foot, the 
association believes. 

Since the lawmakers have batted 
.500 thus far, the association be- 
lieves that further efforts will be 
made by other states to impose a 
tax on one or several forms of ad- 
vertising. 


Squibb Appoints Agency 
E. R. Squibb & Sons have ap- 
pointed Benton & Bowles, New York 
agency, to handle the advertising of 
Di-Phen, a new antiseptic. 


Number of Cliff 


Dwellers Increases 
Ninety-six per cent of the 
population of Manhattan 
Island and 80 per cent of the 
population of Chicago lives in 
apartments, according to 3& 
study released by Halsey, 
Stuart & Co. The same tend- 
ency was reported for the 
entire country. 


ADVERTISING LINEAGE OF TEN 


LEADING RETAIL BOOT & SHOE ADVERTISERS FOR THE YEAR—1929 


Tex. ; Hofheimer’s, Norfolk, Va.; Guaran' 


San Antonio, 


n ‘ashington, D. C.; 
Coward, Boston; Geuting, Biiiadelphia: 


Store® Jan. | % reb. | % Mar. | % | April | % | May | % | June |% | July | % | Aug. 1% . | % | Oct. | % | Nov. | % | Dec. | % | Tora 
O'Connor & 21,305) 6.6) 18, 245/56. 7/37, 944)11.7 8.8 11.4131, 972 9.919, 6.0}19,431 6.0 8.9 |26,436| 8.1127,268| 8.4|28, 199] 8.5 |323, 863 
Lewis & in aa 592]11.3/22, 707|8. 1124, 666] 8.8|24,400) 8.7|21,329| 7.6/19, 746 |7.0 |27,837| 9.9|22,327 |7.9 7.6 |20, 989 | 7.5 123,419] 8.3 |20,357| 7.3 | 280, 648 
Gilbert’s 8,892) 8.2/17,481/7.5/21, 488] 9.3)17,772| 7.6/22,029| 9.5/17,816/7.7 |18,849| 8.1/21,452)9.3 7.81/15, 040] 6.5 120,534] 8.8 [22,436] 9.7 | 231,764 
Streicher's 27,077|11.9| 3,780)1.7|19,001] 8.4)24, 466 |10.8}16,664) 7.4112,920|5.7 |29,915 |13.2|12, 367 |5.5 12.3 |10, 114] 4.5]17, 118] 7.6 124,892 |11.0) 226,236 
Hahn 15,936] 7.2]11,978)5.5|23,934)10.9]17,348| 7.9|22,626/10.3 | 16, 405 |7.5 |14,678| 6.7 |12,393 |5.6 8.620, 105} 9.2]18,589| 8.5 |26, 612/12. 1/219,380 
Krupp & Tuffy 4,832] 6.8)11,556)/5.3)11,617) 5.4133, 903 |15.6/23, 666 |10.9/ 13,561 |6.3 |16,309 | 7.6/16,354 7.5 8.1}17,980] 8.3 |20, 135] 9.3 |19,380) 8.9. 217, 038 
Hofbeimer's 116} 9. 1/12, 660)6.0)18, 983) 9.0/15,312] 7.3114,818) 7.1/17, 281 /8.3/16,815| 8.0)17,478)8.4 7.8|19,522| 9.4118, 747] 9.022, 184/10. 6 | 200,366 
Guarantee 22, 588) 10.8] 16, 488/7. 9116, 180] 7.7]}16,225| 7.8)17,779| 8.5) 17,728 |8.5 115,760) 7.5/17,898 18.6 6.4/15, 116] 7.3 |20,237] 9.7/19,440) 9.3 208, 678 
Coward 30, 191] 14. 7/15, 030)7. 4/33, 978) 16.6}25, 055 |12.3/13,766| 6.7) 15,758 |7.7 114,213) 7.0) 1,584/0.8 7.0] 8,751] 4.3|13,529] 6.6]18,237| 8.9] 204,382 
Geuting 4,966) 7.8) 12, 932/6.7)17, 154] 9.0)13,534| 7.0/16,598) 8.6)15, 936 18.3 )16,688) 8.7 )13, 6417.1 9.2]19 10.2]17,319] 9.0]16, 083] 8.4] 191,990 

*Locations of stores whose advertising is surveyed in the above table are as follows: O’Connor & Goldberg, Chi , Lewis & 
Reilly, Scranton, Pa.; Gilbert’s, Columb’ Ohio ; Sirejeher’s, San Diego, Cal.; Hah ; Krupp & Tuffy, Houston, 
e ex. ; 
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July 5, 1930 


ENSEMBLE ERA 
JUST DAWNING, 
WARNS EXPERT 


Manufacturers Will Have to 
Co-operate 


New York, July 3—If you are a 
manufacturer of dresses, hand bags, 
shoes, hosiery, jewelry or gloves, 
you are going to be unable to sell 
your product as such, to department 
stores. You will have to join other 
manufacturers to produce and sell 
a complete ensemble. 

If you are manufacturing furni- 
ture, you will have to work in close 
co-operation with concerns turning 
out draperies, rugs and lamps to 
harmonize with your line. 

That, at least, is the opinion of 
C. Gordon Anderson, director of 
sales and publicity for Burdine’s, 
Miami, Fla., as expressed before the 
recent meeting of the Sales Promo- 
tion and Merchandise Managers’ 
Division of the National Retail Dry 
Goods Association. 

“We are going to see ensemble 
selling that is ensemble selling, 
said Mr. Anderson, who argued that 
co-operative buying by specialty 
shops has wiped out any price ad- 
vantage heretofore held by depart- 
ment stores. 


Bought as Unit 

“We will see ensembles bought 
and sold as a unit. This will relieve 
feminine customers of the necessity 
of running all over town shopping 
for an outfit. From the department 
stores’ angle, it will not only in- 
crease their prestige, but reduce the 
number of buyers, particularly in 
the ready-to-wear and accessory de- 
partments. 

“There have been too many buyers 
with too many individual ideas of 
what is good fashion, and too little 
co-operation with other departments 
to present the merchandise in har- 
mony with the store’s major fashion 
theme.” 

Mr. Anderson predicted that de- 
partment store advertising would be 
altered to meet this new policy. 

“We will see stores allot the major 
portions of their advertising appro- 
priation to portray a picture of the 
new store and its facilities. We will 
see stores sell themselves without a 
word of merchandise copy, because 
if they are successful in selling 
themselves as a distinctive type of 
store, keen and fashion-alert, they 
will not need to hammer at specific 
items at specific prices.” : 

Burdine’s is anticipating the ar- 
rival of the new era by national ad- 
vertising. 

“Last year, and the early months 
of this year saw Burdine’s advertis- 
ing in Harper’s Bazaar, Vogue, 
Vanity Fair, Spur and The New 
Yorker,” he said. “Fifteen full 
pages told the smart women of 
America the story of a smart store 
in Florida—a store that conceived 
and promoted ‘Sunshine Fashions,’ 
America’s Smartest Resortwear. 

“This winter will see more of 
Burdine’s national advertising, and 
the women of America will hear 
more of Burdine’s. We are national- 
izing ourselves to the smartest 
women of America as a fashion- 
alert store.” 


Seaman Changes Policy 
. In anticipation of an expansion of 
its mill representation, the Seaman 
Paper Company has sold its stock 
and merchandising departments in 
hicago to the Whitaker Paper Co., 
effective August 1. President George 
. Seaman said that similar action 
will be taken in other cities. 


Plan New Catalog 
The Gage Publishing Co., New 
York, will issue the Gage Electrical 
Retailers Encyclopedia quarterly, 
ginning in August. The reference 
00k will give basic buying informa- 
or electrical merchandise to re- 
8. 
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Tiffany & Co. 
Victorious in 


Trade-Mark Suit 


Washington, D. C., July 3.—Tif- 
fany & Co., noted jewelers, were 
successful in their opposition to 
“Tiffin” and “Tiffinware” as a trade- 
nark for use on glass tableware, the 
applicant being the United States 
Glass Co. The Commissioner of Pat- 
ents ruled for Tiffany after the 
latter’s opposition had been dis- 
missed by the Examiner of Inter- 
ferences. 


Tiffany & Co. testified that the 
company’s name had been used as a 
trade-mark for fifty-two years, dur- 
ing thirty of which it has been 
applied to glassware. 


King of Clubs, Inc., manufac- 
turer of non-alcoholic, non-cereal 
and maltless beverages, was permit- 
ted to go up one in the scale with 
the registration “Ace of Clubs.” 
The opposition of the Miller Becker 
Company was futile, the Commis- 
sioner holding that it had not shown 
clear title to “Ace” for ginger ales, 
etc. 


The Standard Oil Company of 
New Jersey owns “Esso” and it suc- 
cessfully opposed registration of 
“Epeo” by Clarence W. Epley for 
gasoline and oils. The Examiner of 
Interferences sustained the opposi- 
tion, but the Commissioner of Pat- 
ents reversed the Examiner, only to 
be reversed in turn by the Court of 
Customs and Patent Appeals. 


Penney Tells 
of His Start 
in Retailing 


Tulsa, Okla., July 3.—J. C. Pen- 
ney, founder of the chain-store com- 
pany of that name, was the speaker 
at a local meeting this week. His 
audience looked him over carefully, 
but failed to see any horns sprout- 
ing, in spite of the allegations of 
retailers who have had their finan- 
cial feelings hurt by Mr. Penney’s 
habit of selling the same thing for a 
little iess. 


And, strange to say, the chain- 
store magnate wasn’t born such. 
He started his business career in a 
town of 1,000 people in Wyoming, 
his store occupying one story of a 
one and one-half story building. He 
and Mrs. Penney lived in what was 
left. Figure it out for yourself. 


With this magnificent start, he 
did a business of $29,000 the first 
year. The second year grossed $40,- 
000. He still hangs on to that store, 
and it delivered a volume of $152,- 
000 last year. 


Mr. Penney maintains that the 
store at Kemmerer (that’s the name 
of the town) has contributed as 
much to the development of the 
community as the latter has to the 
store, which may be the answer to 
his success. 


Anyway, he confessed that he now 
operates 1,435 stores, with 1929 
sales of $209,000,000. 


“In the old days of retailing 
local merchants made competition a 
personal matter,” said Mr. Penney. 
“They were antagonistic. Their 
combativeness was carried into the 
very social structure of the com- 
munity. 


“Today, the progressive merchant 
recognizes the changes in merchan- 
dising methods and realizes that new 
conditions and new methods are 
arising. He also recognizes that suc- 
cess in any business institution can 
come only through public acceptance 
which is based upon service and 
value. 


“The problem of merchants and 
of every thinking man in this nation, 
is one of constructive effort directed 
toward assimilating the best out of 
every business activity around him 
and combining the sum of these into 
policies for the future.” 


15 YEARS WITH REO 


Jessie M. Holt 


Mrs. Holt was recently presented 
with a diamond pin in token of the 
completion of 15 years of service 
with the Lansing, Mich., motor car 
manufacturer. She is assistant ad- 
vertising manager. 


Club President 
Tells of Plans 
for Big Year 


Indianapolis, July 3.—The Adver- 
tising Club of Indianapolis will be 
concerned chiefly this year with a 
four-fold program of endeavor, R. 
C. Clark, newly elected president, 
who was installed July 1, announced. 
Other officers are Russel C. Rottger, 
Indiana Bell Telephone Co., vice- 
president; Russell Etter, Rhoades- 
Hice & Etter, treasurer; and Lester 
C. Nagley, secretary-manager. 


“This will be a serious year for the 
Advertising Club of Indianapolis,” 
said Mr. Clark, a former instructor 
in advertising and now of the Eli 
Lilly Company. “Much attention 
will be given to assisting college 
students who are planning courses 
in journalism and advertising. 


“A drive will be made to bring in 
new members from the _ smaller 
towns near Indianapolis under a 
non-resident membership plan. The 
club will take an interest. in the 


publicity for both the city and the|f 


state and work out a program of 
civic service. 

“The Board of Directors will pay 
special attention to speakers. We 
will endeavor to have such a worthy 
speaker every Thursday that no 
member will stay away. 

“The first step for the year will be 
the budgeting of the club’s expenses. 
Our program will be planned for the 
first six months. Every other week 
will be set aside as a special day, 
such as Retail Advertising Day, 
Printers’ Day, Artists’ Day, Adver- 
tising Agencies’ Day, Paper Manu- 
facturers’ and Distributors’ Day, 
Engravers’ Day and Copy-Writers’ 
Day. Each of these special pro- 
grams will be planned minutely 
weeks in advance.” 


First District Meets 
in New Haven in Fall 


The annual meeting of the First 
District, Advertising Federation of 
America, will be held in October in 
New Haven, Conn. V. Edward 
Borges, of Boston, is Governor. 


Lazarus in Europe 
Sydney A. Lazarus, publisher of 
the Bayonne (N. J.) Times, sailed 
recently for a tour of Northern 
urope. 


No. 17 of a Series 


Advertising men (and 
ladies) think that editing a 
magazine is pretty soft.* 

Magazine editors think 
that writing advertisements 
is a cinch. (“Oh, you do, eh? 
Well, if this is any sample, 
etc., etc.”’) 

In its August number 
Scribner's publishes the 
first of the short novels in 
its $5,000 contest— com- 
plete in one issue. (35c. 
What a bargain! Wotta 
bargain!) 

And right there, dear 
friends of the radio world, 
is your chance. Editor not 
only for a day, but for a 
month— every month till 
further notice. We edit 
and you edit and the first 
thing either of us knows 
the summer’s over. 

You might even call it a 


contest. A reader’s con- 


SESEEBSESESEREREES 
KS———KLKLKL 


do you 
know a 


GOOD 
STORY 


when you 
see one? 


test. Half the world wants 
to write; the other half 
wants to edit. Selah! We 
have two contests. One for 
writers; the other for 
editors. You can’t say we 
don't try to do something 
for our country. 

The details of the con- 
test will be in the August 
number along with the 
selected short novel. Did 
we mention that it was a 
swell story? The prizes will 
be given (there are four of 
them every month) for the 

. best editorial comment un- 
der 500 words. Every man 
for himself. 


SCRIBNER’S 


“SCRIBNER’S MAGAZINE TODAY IS FAR AND AWAY THE BEST OF THE MONTHLIES. FOR IT IS THE 
MOST ROUNDED, THE MOST UP-TO-DATE, AND THE MOST SATISFYING.” —BOSTON TRANSCRIPT 


The prizes are in money 
—that strange commodity 
so well and favorably 
known prior to October, 
1929. Not great sums of 
money — but still, money. 

If you’re one of those 
advertising fellows who 
doesn’t need to worry about 
money, we'll not hold it 
against you. You can get in 
the contest anyhow. Sitdown 
and use about nine hun- 
dred dollars worth of your 
time and give us your best 
editorial opinion. We'll do 
as much for you some day. 
When you're stuck ona 
particularly hard piece of 
copy, just ring us up. 

- Dowe notice a tiny flicker 
of your eyelid? 


*Name of such thinkers supplied 
on request. 
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Mobiloil and Mobilgas 


The entrance of the Vacuum Oil 
Company into the gasoline field, as 
reported in the June 28 issue of 
ADVERTISING AGE, is an interesting 
subject from the standpoint of mer- 
chandising strategy. The highly 
competitive field of automotive fuel 
and lubrication demands a market- 
ing set-up that will give the manu- 
facturer as many advantages and as 
few disadvantages as possible. 


Vacuum Oil is conceded to have 
done a wonderful job in the promo- 
tion of Mobiloil. It was the first to 
develop the chart idea of automobile 
lubrication, a plan which has been 
applied since by manufacturers in 
almost every field where mechan- 
ical maintenance is involved. It did 
a pioneering work in getting accep- 
tance for the idea of a quality lubri- 
cant, selling at five cents above the 
customary twenty-five cents a quart, 
and opening the way for the extra- 
price oils now selling at thirty-five 
cents. 


However, the increasing domi- 
nance of refiner-owned filling sta- 
tions has made the position of 
Vacuum Oil more difficult than it 
would have been otherwise. Even 
the independent oil jobber owning 
his own stations has been influenced 
in his choice of oils by his gasoline 
tie-up. In the other direction, 
Vacuum Oil has had to compete for 
grease business with strong com- 
panies like Alemite, which has de- 
veloped a remarkably effective mer- 
chandising plan for its product. 

At the beginning of 1929 Vacuum 
Oil announced the Mobiloil system of 
automobile lubrication, which pro- 
vides a complete line of greases as 


volved, it makes a strong appeal to 
the filling-station owner. Now, in 
three states, Ohio, Pennsylvania and 
New York, it has introduced Mobil- 
gas, completing, in that territory, at 
least, its line of petroleum products 
for automotive use. 


The tie-up in this territory is with 
independent oil jobbers, to whom 
Vacuum Oil can now offer complete 
service and a complete line. This is 
an arrangement which appeals 
much more strongly than the offer 
of a single product like Mobiloil, 
even though it is strongly en- 
trenched in the esteem of the pub- 
lic, and is attractive to the distribu- 
tor from the standpoint of price and 
profit. 


The proposed Vacuum merger 
with Standard Oil of New York can- 
not be completed until this fall, as 
some legal features have still to be 
ironed out. Regardless of whether 
this is carried out or not, there is 
no reason why Vacuum Oil should 
not develop a gasoline merchandis- 
ing plan for the whole country. Its 
experience in the three states where 
Mobilgas is now being marketed 
will serve as a guide to future devel- 
opments in the plan in other parts 
of the country. 


In the meantime, the manufacturer 
who is struggling to put over a 
single specialty in fields where com- 
petitors have developed full lines 
with which to appeal to the jobber 
and dealer, and on occasion to in- 
fluence his choice as to individual 
items, may find it profitable to con- 
sider the reasons back of the latest 
Vacuum Oil development, and to ap- 


well as oils. Because of the display | ply its experience to their own oper- 
and other merchandising features in- | ations. 
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Too Many Cooks? 


Advertisers are beginning to won- 
der just where official and unofficial 
interference with their normal ac- 
tivities will end. The advertising 
business is highly organized, and 
exercises police powers of its own 
to the exclusion of 99 per cent of 
all the fraudulent or improper ad- 
vertising that is offered for publica- 
tion. 


The public is amply protected, in 
our opinion, both by law and by en- 
forcing authority, from the shark 
who would use advertising to its 
detriment. There is a twilight zone, 
of course, in which there will al- 
ways be some debate as to the pro- 
priety of certain methods of adver- 
tising or certain statements of 
alleged fact. The Lucky Strikes ad- 
vertising is an example in this field, 
though here, as in other recent cases, 
it has been a question or policy of 
ethics and of good taste rather than 
of violation of any law. 


Some of the official and unofficial 
critics and arbiters of advertising, 
however, seem to be leaning in the 
direction of complete supervision of 
all advertising details. If an agency 
gets a bright copy idea, these Joves, 
sitting on the Mount Olympus of 
their own righteousness, would in- 
sist on checking and double-checking 
before deciding to allow it to pass 
the official blue-pencil unscathed. 
Wholly unimportant details, from 
the standpoint of public interest, 
are being made the subject of elab- 
orate investigations and analyses. 


We think that advertising has too 
many censors and supervisors. The 
demand for this sort of activity is 
coming not from the public, which 
is singularly unconcerned, but from 
the professionals whose yen for sup- 
pression is sometimes greater than 
their good judgment or sense of 
proportion. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


119. 


National Brands vs. Private 
Labels. 

Survey by The New Evra in Food 
Distribution, Chicago, intended to 
clarify a disputed factor in food 
retailing. It includes an analysis 
of newspaper advertising by food 
dealers, chains, voluntary chains, 
etc., together with names, brands 
and figures. 


120. Direct Selling. 

This 24-page booklet compares 
direct selling with the advantages 
and disadvantages of the conven- 
tional methods, and discusses some 
of the factors in the success of the 
Jewel Tea Company, Fuller Brush 
Company, Real Silk Hosiery Mills 
and other companies selling direct 
to the consumer. Published by Spe- 
cialty Salesman, Chicago. 


121. Selling Through Teachers. 

Normal Instructor and Primary 
Plans, Danville, N. Y., has an- 
nounced a bulletin service to begin 
this month. In addition to the usual 
market statistics, separate bulletins 
will report on such subjects as food 
advertising, parent-teacher activi- 
ties, school equipment and supplies, 
sales avenues opened through visual 
education, ete. 


122. Standards of Living. 

A national survey of Liberty 
readers by Daniel Starch designed 
to classify readers by occupation of 
heads of the family, income, nation- 
ality and number in family, owner- 
ship of property and chattels, pro- 
portion of men and women readers, 
etc. Published by Liberty, New 
York. 


123. Where You Find House Beau- 
tiful Homes. 

A booklet of eighty-two pages giv- 
ing a detailed analysis of House 
Beautiful circulation by town, city, 
county, state and trading area. Pub- 
lished by The House Beautiful, New 
York. 


124. The Recorder Outlook. 

A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which discusses 
the economic significance of new 
trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


125. House to House Distributing: 
An Announcement. 

A 16-page booklet describing the 
technique of tying up house-to-house 
distribution of samples, literature, 
ete., with other advertising and 
dealer activities. A description of 
the improved methods in this field, 
developed to promote the interests 
of the advertiser, is included. Pub- 
lished by the Exclusive Distributors 
Association, Inc., South Bend, Ind. 


126. Strathmore Suggestion Book. 
A handsome 60-page book of fifty 
printing suggestions reflecting the 
sponsor’s conviction that direct mail 
advertising must be distinctive. The 
suggestions are indexed as to treat- 
ment, plates and kind of paper on 
which printed, the collection making 
a useful item for the advertising 
man. Published by the Strathmore 
Paper Co., Mittineague, Mass. 


21. The Hospital Field. 

An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
it is necessary to use two or more 
papers to do a good job. Published 
hy Hospital Management, Chicago. 


49. American Resorts. 

A booklet of 18 pages giving a 
market analysis of the resort indus- 
try in America, in the preparation 
of which 11,000 such establishments 
were investigated. Published by 
American Resorts, Chicago. 


(Continued on Page 12) 
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ADVERSE COMMENT ON WELL KNOWN 
RADIO OFFERING 


— Judge 


Voice of the Advertiser 


Question of Priority 
of Talking Signs 

To the Editor: ADVERTISING AGE 
for June 28 said that the talking 
sign unveiled by the Gaw-O’Hara 
Envelope Co., Chicago, on June 24 
“is said to be the world’s first talk- 
ing sign.” 

We are enclosing clipping from 
the Brooklyn Times of June 3, giv- 
ing detailed information about the 
first talking sign in the world, which 
was unveiled June 9. The sign was 
constructed by the Metro Outdoor 
Advertising Corporation for the 
Brooklyn Paramount theater. 


Programs are broadcast daily 
through this sign from 2 to 5 o’clock 
in the afternoon and from 7 to 11 
at night. There is a_ telephone 
hook-up direct with the theater, and 
the programs of the theater are re- 
broadcast through the board. There 
is also a radio R. C. A. pick-up, with 
a Capehart system for amplifying 
records. 

Our company which operates in 
32 states and controls all of the out- 
door advertising on the boardwalk 
at Coney Island, has also con- 
structed for the New Yorker Hotel 
nine of the largest highway buile- 
tins in existence. They are 50 feet 
in height and 150 feet long having 
Neon and reflector lighting. 

EUGENE J. RUDMAN, 
Treas., Metro Outdoor Adv. 
Corp., New York. 


* * * 


Any Jobs Available 
for Next February? 

To the Editor: Mindful of your 
good-will in putting my name on 
your complimentary list for ADVER- 
TISING AGE, I am writing to thank 
you. 

The new baby has all the ear- 
marks of a healthy child. It fills a 
gap in these gloomy parts, and I’ve 
a feeling it fills a want in the world 
it was intended for. 

Keep it coming for the next seven 
months. After that, I’ll have a new 
address. 

a. FT. 
“Behind the Barriers,” 
Stillwater, Minn. 


Really, Mr. Boerger— 


To the Editor: ADVERTISING AGE 
has taken the place of three adver- 
tising magazines with us. Before it 
was published, we felt obliged to 
subscribe to three papers in order 
to keep informed. Now we confine 
ourselves to one. 

EDWARD G. BOERGER, 
Pres., Edw. G. Boerger Co., 
Logansport, Ind. 


* * * 


Fie! 

To the Editor: Fie on the space 
seller who thinks the buyer of his 
product is his worst enemy. And 
thrice fie on him, if he labors under 
the delusion that the purchaser of 
space regards him as a nincompoop 
and know-nothing. 

Many’s the time we have been 
berated and deluged with criticism 
for arguing the circulation question 
or the distribution objective with the 
salesmen for small-town  news- 
papers. 

Even though we might not find 
use for a publication, we carefully 
store up the figures, knowing full 
well they will come in handy at 4 
future date. 

The space seller knows his prob- 
lem as the space buyer would like 
to know it. He can recall at 4 
moment’s notice all of the interest 
ing data we of the space-buying ilk 
should have at our finger tips. 

True, the space seller may be 4 
little biased in his presentation. 
But after all, a man must eat. 

A dollar for every space salesman 
who has complained of his poor re 
ception by space buyers, and we 
would have no difficulty in antici 
pating another European _honey- 
moon. 

Some of the space buyers have 
undoubtedly taken their respons! 
bilities too seriously, forgetting the 
days when they served their appret- 
ticeship. 

We have always insisted that 
space sellers are our best friends, 
and the 500-odd representatives 
whom we see every year may agree: 

P. KLEIN, 
Adrian Bauer Adv. 
Agency, Philadelphia. 
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SHOULD DEMAND 
GUARANTEE ON 
MAILING LISTS 


Chicago Expert Suggests New 
Protection 


Duluth, Minn., June 28—Robert 
A, Warfel, of the direct mail divi- 
sion of the Reuben H. Donnelley 
Corp., Chicago, told the Eighth Dis- 
trict, Advertising Federation of 


Robert A. Warfel 


America, that advertisers have a 
right to demand a definite guarantee 
as to delivery of their direct adver- 
tising, when the lists are compiled 
outside of their own organization. 


The Eighth District held one of 
these roving conventions, starting at 
Hibbing and ending here. 


While he discussed direct mail 
advertising, Mr. Warfel took time 
out to pay a compliment to the 
newspaper as a faithful ally to 
mass production, peerless in speed 
and flexibility. 


Mr. Warfel’s company compiles 
the largest mailing list in the world 
—the name and address of every 
automobile owner in the country, 
including more than _ 17,500,000 
names. 


Chief Cause of Failure 
“Seventy-five per cent of the fail- 
ures in direct advertising,” he said, 
“are due to faulty lists. The adver- 


tiser should lay more stress on this: 


basic factor. He should demand all 
of the facts about it—who compiled 
it, from what source, how frequently 
it has been checked, and a guaran- 
tee as to mail delivery.” 


Commenting on the indifference 
retailers sometimes manifest toward 
the direct mail campaigns provided 
by manufacturers, Mr. Warfel said 
this is due to the fact that many 
such campaigns are not suited to 
the dealer’s business. 


“It may be true that these cam- 
paigns are built by men who know 
What the dealer should have,” said 
Mr. Warfel, “but it is also true 
that if the campaigns are to be ac- 
corded maximum support by the 
dealer, they must be in harmony 
With his own ideas about his own 
business. 

“The answer is not hard to find. 
It lies mainly in supplying the deal- 
er with a campaign that is complete 
—mailing pieces of agreeable size; 
Copy wisely conceived and executed; 
the pieces addressed from a depend- 
able list and stamped. 


Easy for Dealer 

“Deliver the material to the deal- 
fr in such a state of preparation 
that his only responsibility will be 
'o drop it into the mail box on the 
day it is scheduled for mailing.” 

Mr. Warfel favored off-season ad- 
Vertising, such as fur sales in 
August and blanket sales in July. 
He believed there are big possibil- 


ADVERTISING AGE 


ities in this type of advertising and 
that more of it should be done. 

He said that one of the dangers 
of reduced advertising is the effect 
on the morale of salesmen and deal- 
ers. 

The Eighth District heard an.in- 
spirational address from Edward F. 
Flynn, director of public relations 
for the Great Northern Railway Co., 
St. Paul. 

Mr. Flynn stressed the fun of 
working because it is the kind of 
work one is fitted for and finds joy 
in. He summed it all up in Kip- 
ling’s poem: 


Edward F, Flynn 


“And only the Master shall praise 
us, 

And only the Master shall blame, 
And no one shall work for money, 

And no one shall work for fame, 
But each for the joy of the working, 

And each, in his separate star, 
Shall draw the Thing as he sees it 

For the God of Things as they 

are!” 

He paid a tribute to American 
periodicals, which, he said, have 
adopted rigid codes without outside 
pressure. 

Judith C. Waller, vice-president 
and general manager of Station 
WMAQ, Chicago, explained the 
methods of radio stations. Quoted 
rates are for time only, the pro- 
gram, which may cost as much or 
little as the advertiser wishes to 
spend, being additional. 

She said that Schumann-Heink 
gets $3,500 for a radio appearance; 
Mary Garden, $5,000. 


She suggested that radio adver- 
tising would be more productive if 
the stations were given an opportu- 
nity to act as consultant. 


Radio stations pay large sums 
for line charges. The cost of a line 
from Chicago to Champaign, IIl., is 
between $800 and $1,000. 


General Outdoor 
Announces Promotions 


Kerwin H. Fulton, president of the 
General Outdoor Advertising Co., 
New York, has announced the fol- 
lowing promotions: 

H. E. Fisk, vice-president and 
director, formerly manager of the 
New York branch, has been ap- 
pointed vice-president in charge of 
industry relations. 

A. J. Cusick, formerly manager of 
the Denver branch, succeeds Mr. 
Fisk as manager of the New York 
branch. 

E. W. Stephenson, formerly sales 
manager of the Denver branch, has 
been appointed manager of the Den- 
ver branch, succeeding A. J. Cusick. 


Miss Gardner Has 
Been at It 12 Years 


Miss Florence Gardner, executive 
secretary of the San Francisco Ad- 
vertising Club, celebrated her 12th 
year in the service of the organiza- 
tion in June. Miss Gardner is also 
secretary of the Secretary’s Club, of 
San Francisco. 


Move Advertising Office 


The advertising department of the 
American Agricultural Chemical 
Co., New York, has moved from 419 


Fourth avenue to the Graybar build- 
ing. 


‘Touch 4 Sides’ 
Good Rule for 
Newspapers, Too 


New York, July 3.—That adver- 
tisers in newspapers might well 
adopt the “touching the four sides 
rule” in force in most magazines is 
one of the interesting statements 
contained in “Typographic Design in 
Advertising,” by Laurance B. Sieg- 
fried, just published by the Commit- 
tee on Education, United Typothetae 
of America. ‘ 

The volume, containing 128 pages, 
covers practically every phase of ad- 
vertising. 

“Most of the larger magazines re- 
quire that every advertisement shall 
‘touch the four sides’ of the space it 
occupies,” said Mr. Siegfried. 

“Its extreme dimensions from top 
to bottom and from left to right 
must be the same as those of the 
space. When the advertisement has 
a border, this requirement is, of 
course, taken care of automatically, 
the border defining the edges of the 
space. 

Most advertising layout men, 
however, especially with full-page 
advertisements, prefer not to use a 
border, allowing the margins of the 
page to serve as a frame instead, 
since this permits freer and more 
varied and interesting use of the 
space. 


“In such cases the requirement is 
met by so arranging the various ele- 
ments—headings, illustrations, text, 
trademark, signature and possibly 
decoration—that the top, sides and 
bottom of the space are each touched 
at least once. They need not be 
touched more than once. Study of 
the advertising pages of any better- 
class periodical will show numerous 
examples of how this has been done. 

“The purpose of the ‘four sides’ 
requirement is to avoid any mispo- 
sitioning of the advertisement such 
as might easily occur if the four 
sides were not so defined. While not 
insisted upon, it is an excellent 
principle to follow in newspaper ad- 
vertising also.” 


Pittsford Tells 
How to Banish 
Dealer’s Doubt 


The current issue of “Better Ad- 
vertising,” the publication of the 
Ben C. Pittsford Co., advertising 
typographers of Chicago, says that 
for some purposes tear-sheets of 
advertisements are better than ad- 
vance sheets. 


“Many a dealer is skeptical when 
he sees a preview of the coming 
year’s advertising for a manufac- 
turer,” said the paper. “He sees a 
whopping big portfolio of what that 
manufacturer is going to do and his 
tongue seeks out a far corner of his 
cheek. He’s been through optimistic 
promises before. 

“One salesman yot around this 
situation in-a rather neat way. 

“Knowing that his firm was going 
to be a continuous advertiser, and 
would not back down, he started a 
collection of tear sheets, tearing 


pages bearing his company’s adver- |’ 


tisements out of the publications and 
putting them in back of the port- 
folio. 

“Then, when he sensed a dealer 
classing his firm’s proposed adver- 
tising as a possible bluff, he took out 
the tear sheets and said: 

“‘Here, Mr. Dealer, are actual 
pages out of the magazines them- 
selves proving that we have been 
steady advertisers for the past year, 
just as we are going to continue 
to be.’ 

“The dealer melts in the face of 
this evidence. The thing has been 
proven to him.” 


Has Toy Account 
The Kleppner Co., New York, is 
now directing the egvertinns of the 
Dorfan Co.,, Newark, manufacturer 
of miniature electrical engines and 


trains. 


A. B. P. Papers Form 
Atlantic Sales Zone 


The Atlantic Sales Zone Commit- 
tee of the Associated Business 
Papers, Inc., was formed in New 
York June 26, with Howard Myers, 
of National Trade Journals, Inc., as 
chairman. 

Ralph Duysters, Simmons-Board- 
man Pub. Co., heads the industrial 
division; P. M. Fahrendorf, United 
Business Publishers, the merchan- 
dising division, and Don Nichols, 
Ahrens Pub. Co., the class division. 


General Foods Gets 
Three New Directors 


The General Foods Corporation 
has elected three new. members to 
the board of directors. They are 
Elisha Walker, chairman of the 
board of the Transamerica Corpora- 
tion; Robert Lehman, of Lehman 
Brothers, and Sidney J. Weinberg, 
of Goldman, Sachs & Co. The resig- 
nation of Earle P. Charlton and 
Waddill Catchings from the direc- 
torate was also announced. 


Internecine Warfare 
Will Begin July 9 
The Rochester and Buffalo Adver- 
tising Clubs will resume their war- 
fare on the golf links July 9 in the 
latter city. The Arpeako trophy is 
the prize. Another match will be 
played in Rochester in September. 
Rochester has been victorious for 
five consecutive years, but Buffalo 
believes the tide will turn this year. 


E. J. Gants Appointed 
by “College Humor” 


Ed. J. Gants has been appointed 
Eastern advertising manager of 
College Humor, with offices in the 
Graybar Building, New York. Mr. 
Gants was formerly with the Newell- 
Emmett Co., New York agency, and 
for several years was with the New 
York office of College Humor. 


Miss Harriet Jones 
Edits “Spotlight” 
Miss Harriet M. Jones has be- 
come editor of “Spotlight,” published 
by the Advertising Club of Portland, 
Oreg. Miss Jones succeeds Miss 
Anne P. Keil, who resigned to wed. 


Ayer Places Most 
Business with 


A.B.P. Papers 


New York, July 3.—Of the total 
amount of business carried by mem- 
ber publications of the Associated 
Business Papers, Inc., a relatively 
larger fraction is placed by adver- 
tising agencies each year. In 1929, 
when the total number of pages run 
was 203,228, 55.5 per cent or 112,000 
pages were so placed. In 1927 this 
figure was 47.8 per cent; in 1928, 
52.19 per cent. 


Last year these 138 papers showed 
an increase in circulation to 1,424,- 
000, as compared with 1,344,973 in 
1928. Dollar volume of advertising 
carried was $30,750,000 which com- 
pares with $30,668,917 in 1928 and 
$29,486,918 in 1927. 


Lo—the poor 
architects 


Busy men—75% of all building 
construction goes over their 
boards. They want to know 
about new products, new uses, 
new developments. Your sales- 
men work hard to see them— 
and to sell them. They can’t see 
all salesmen—but they do read 
their professional magazines. 
Do your advertisements give 
them the facts they want? 
We have facts we'd like to sub- 
mit showing results when archi- 
tectural copy is written by men 
who understand the architect— 
copy based on facts the archi- 
tect wants. 


RUPERT THOMAS 


Advertising, 11 W. 42d St., New York 


An agency specializing in bulld- 
ing materials and equipment 
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ing power behind the 
readers of this front 
page. 

If you want your 
share of this vast 
WISCONSIN 
NEWS market—you 
must use the NEWS. 
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“Transcript” Issues 


a Welcome Edition 
The June 26 issue of the Peoria 
(Ill.) Journal-Transcript was a wel- 
come edition dedicated to Rt. Rev. 
J. H. Schlarman, the new Bishop of 
Peoria. A large volume of advertis- 
ing was received from local business 
houses anxious to pay their respects 
to the churchman. 


Baker Goes to St. Louis 

John R. Baker, who has been with 
the Chicago Herald & Examiner, 
has become business manager of the 
St. Louis Times. 


Bancroft’s New Work 

Formerly with the J. Walter 
Thompson Co., Thayer L. Bancroft 
has joined Badger & Browning, Bos- 
ton agency. 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 

agency. 


PROFESSIONAL & OFFICE SERVICE 
(Agency) 


Gurney Chrysler, 
527 Fifth Avenue, New York 


Prop. 
Murray Hill 10488 


The Wagon Jobber 


is he important? 


Who is he? What prod- 
ucts does he distribute? 
What place does he oc- 
cupy in the distribution 
of food? 


@ The answers to these 
questions, plus a lot of 
other information and 
up-to-the-minute news 
of the food distributing 
tield will be found in the 
July issue of 


The New Ere in 


FOOD DISTRIBUTION 


37 W. Van Buren St. 
295 Madison Ave. 


Chicago 
New York 


New One for Jordan 


Hall & Ruckel, Inc., New York, 
manufacturer of X-Bazin, has ap- 
pointed Jordan Advertising Abroad, 
of that city, to handle all of its 
foreign advertising. 


Appoint Utica Agency 

The Carborundum Co., of Niagara 
Falls, has appointed Moser & Cotins, 
Brown Lyon, Inc., of Utica, to 
direct the advertising of its oil 
burner division. Newspapers, busi- 
—_ papers and direct mail will be 
used. 


Buy Publishers 


Rogers, Hinman & Thalen, Inc., 
Holding Co. Division, New York, 
has bought the Pickwick Publishers, 
Inc. Offices and personnel will re- 
main at 200 Fifth Avenue without 
change. 


Always say 
“<P & A” 


—because our out-of-town 
customers are just as en- 
thusiasticas are the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 
Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 
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FRAZIER TELLS 


EDITORS ABOUT 
ART OF LAYOUT 


Two-Thirds of Page Should 
Be Type 


The classical issue between the 
editor and the advertiser as to what 
constitutes “news,” does not alter 
the fact that the two share other 
interests. One of them is what the 
editor terms “make-up” and the 
advertiser “layout.” J. L. Frazier, 
editor of The Inland Printer, Chi- 
cago, spoke on this subject last week 
before the Business Editors’ Associ- 
ation of Chicago. 


“Preference for a type page 7 by 
10 inches in size is growing,” he said, 
“but there seems to be considerable 
indecision as to whether to use two 
or three columns. I am prepared to 
go on record that the three-column 
page is better. 

“In the first place three lines are 
more interesting than two, and, from 
the present point of view, a column 
down the page is a line. Any artist 
will endorse this statement. 

“The three-column page presents 
advantages in the handling of cuts. 
Without runarounds, troublesome 
and expensive, the three-column 
page gives the option of cuts of 
three widths as against two in the 
case of a page of two columns. 

The Ideal Line 

“There is another point in favor 
of the three-column. It has been 
established that a line accommodat- 
ing an alphabet and a half (lower 
case) of the type in use, i.e., 39 
characters, is about ideal. On that 
basis a line of 18 to 20 picas, neces- 
sary when a 7 by 10 inch type page 
is made up in two columns, is too 
long for the size of type employed 
by the average publication. 

“T admit but one drawback to the 
three-column page. It concerns word- 
spacing. Obviously, the fewer words 
in a line, the greater the necessity 
for excessive word spacing. 


“Type faces have one quality few 
realize, namely that of fit. The let- 
ters of some types hug each other 
closely, whereas others’ suggest 
slight letter spacing. It is not gen- 
erally known that a column may be 
widened as little as half an em, also 
that faces of the same point vary in 
size. 


“If the printer will use extra thin 
space bands in his typesetting ma- 
chine, it will help to get good spac- 
ing in the narrow column with the 
bigger face. Spacebands are wedges 
which adjust the spaces between 
words in the line of mats and bind 
them solidly in a unit for casting 
the slug. 

“Because at their minimum they 
are not nearly so thick as regular 
bands, the extra thin space bands 
will save many a bad division, help 
toward the desirable close spacing 
between words, and finally make for 
more matter in the same space at 
no extra cost. 


“Printers who are not particular 
would rather use thick spacebands, 
as the copy fills out faster that way. 

“The first essential in make-up is 
distribution. There should never be 
a bunching of cuts in one part of 
a page with none in another. One 
cut enlivens a page as much as two. 

Even “Pull” Essential 

“The next essential is balance. The 
pull in one direction exerted by an 
accent (cut or head) should be 
counterbalanced by pull in the 
other, so, generally speaking, a sin- 
gle page or a pair of pages will not 
give the effect of being too heavy 
at top, bottom, or either side. 

“Cuts placed out of balance exert 
an eye-pull that is detrimental to 
attention. Balance, on the other 
hand, tends to give the page an 
effect of unity which encourages 
concentration. 


“The simplest problem of balance 
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Left to right are Roy A. Hunter, Vancouver, B. C.; S. S. Conklin, Long Beach, Calif.; Miss 
Lila Arnold, Seattle; and H. B. Robinson, of Portland, all vice-presidents; Herman Nator, Bank 
of Italy, Los Angeles, president; J. L. Cundiff, Walla Walla, Wash., vice-president, and Phil 
W. Battelle, Los Angeles, secretary-treasurer. 


is involved in handling a single cut 
on a single page. Horizontally it 
balances in the exact center, but 
not so vertically. There is an optical 
illusion which makes the actual cen- 
ter appear lower and the cut should 
be placed above the center. 


“When adding a second cut to the 
page, the larger of the two should 
be placed above the smaller in the 
center of the page for balance. The 
main cut should be higher than 
when it appears alone on the page 
to compensate for the added weight 
introduced by the second cut. 


How to Place Cuts 

“Two pages afford increased op- 
portunity for variety in the placing 
of accents within balance. With a 
cut on each of two facing pages, 
the larger should be above the center 
of its page, and the smaller below 
the center. 


“The increasing use of illustra- 
tions of all kinds in magazines and 
house organs is one of the potent 
factors in their growing popularity. 
A number of small, unrelated pic- 
tures crowding the printed message 
out of the field is just as odious as 
the flat, gray, unbroken page, how- 
ever. Even when. magazines are 
liberally illustrated, the type areas 
should average two-thirds of the 
total. 


“When the shape of the cut per- 
mits, it may be placed at the bottom 
of the page to balance the heading. 
More often, particularly when the 
cuts are rectangular, they should be 
placed alongside or above the head- 
ing. With several cuts on the page, 
it is well to place them so that they 
run from the upper outside corner 
to the binding margin at the bottom 
of the page. 


“Wide, shallow cuts always form 
a good base for a page. Long, nar- 
row cuts are best placed at the op- 
tical center. Square cuts, circles and 
ovals should be at, or near, the top 
of the page.” 


Regiment Has Paper 

The Twenty-Third Engineers, a 
New York highway and bridge con- 
struction regiment recruited by 
business paper advertising in 1917, 
has started publication of “The 
+. -iiaetemaeall a paper for mem- 
ers. 


Hanson Moves 
The Joseph E. Hanson Company, 
Newark agency, has given up its 
own building at 85 Lincoln Park, in 
favor of quarters in the Feist & 
Feist building at 58 Park Place. 
The agency is now ten years old. 


Tate Goes Up 
Thomas B. Tate, who has been 
assistant general sales manager of 
Montgomery Ward & Co., Chicago, 
has been named district manager in 
charge of all retail stgres in the 
Louisville, Ky., area. 


Promoted by “News” 

M. W. Thompson has been ap- 
pointed advertising director of the 
St. Paul Daily News and has been 
succeeded as display advertising 
manager by L. C. McAskill. 


Magazines for Boats 
Reimers & Whitehill, New York, 
are placing copy in class and na- 
tional magazines for Peel Glider 
boats. Another campaign is being 
conducted to get dealers. 


Newspaper Men 


of Coast O. K. 
Rate Definition 


Spokane, Wash., July 3—The 
Pacific Northwest Newspaper Ad- 
vertising Executives Association held 
its semi-annual meeting here during 
the convention of the Pacific Adver- 
tising Clubs Association and sub- 
scribed to the retail-general rate 
definition adopted by the Newspaper 
Advertising Executives Association 
at Washington in May for presenta- 
tion to the American Newspaper 
Publishers Association. 

The association also wired Leslie 
M. Barton, of the Chicago Daily 
News, and retiring president of the 
N. A. E. A., notifying him of its 
action. 

Charles H. Webster, of Vancouver, 
B. C., told the P. A. C. A. his city 
spends between $85,000 and $90,000 
a year in advertising and gets $35,- 
000,000 in revenue. 

“Thus far this year we have been 
visited by 34,922 American cars car- 
rying 117,166 persons, as compared 
with 28,547 cars and 94,549 per- 
sons for the same period in 1929,” 
he said. 

L. Andrew Castle, sales promo- 
tion manager of the Jantzen Knit- 
ting Mills, Portland, Ore., turned 
up at the convention with his head 
swathed in bandages as the result 
of an automobile accident. 

“I believe in testing advertising,” 
he said in his address. “I tested the 
shatter-proof qualities of my wind- 
shield and discovered it wasn’t that 
kind of glass.” 


R. C. A.-Victor Plan 
Their Biggest Year 


The outlook for radio is consid- 
ered so promising by the RCA-Vic- 
tor Company, Inc., Camden, N. J., 
that by August 1 the company ex- 
pects to attain a new high peak in 
output with a production of 9,000 
radio sets daily. A complete radio 
and loud speaker will be turned out 
in less than two hours, compared 
with the best time heretofore of four 
hours. The company will add about 
7,000 employes to its payrolls dur- 
ing the next two months. 

Advertising plans for the fall and 
winter season are now in prepara- 
tion. While large space is to be 
used in several general magazines, 
the campaign will be concentrated 
in daily newspapers. Lord & 
Thomas and Logan, New York, han- 
dle the account. 


Grocers’ Plea Dismissed 


Motions of the American Whole- 
sale Grocers’ Association and the 
National Wholesale Grocers’ Asso- 
ciation to dismiss the petitions of 
Swift & Co. and Armour & Co. for 
modification of the packers’ consent 
decree were overruled June 28 by 
the Supreme Court of the District 
of Columbia. 

The consent decree enjoins the 
packers from handling any foods 
except meat products. 


Joins Erwin, Wasey 
Formerly research fellow in ad- 
vertising at the University of Wis- 
consin, V. H. Campbell has joined 


the copy department of Erwin, 
Wasey & Co., Chicago. 


Court to Rule 


on Import Case 


Washington, D. C., July 3.— 
The Supreme Court of the 
United States will probably 
review the Bakelite case, in- 
volving the President’s right 
to fix import duties on com- 
modities or exclude’ them 
entirely whenever he finds 
unfair business methods exist- 
ing in their importation. 


General Outdoor 
Loses Test of 
Indiana Law 


Indianapolis, July 3.—About 160 
outdoor advertising panels, about 
half of which are illuminated, will 
be eliminated by a decision of the 
Indiana Supreme Court in an appeal 
by the General Outdoor Advertising 
Company against the Indianapolis 
Park Board. The court held that 
Indiana cities have the power to 
prohibit the erection and mainte- 
nance of outdoor advertising struc- 
tures within 500 feet of parks or 
boulevards. 


The court ruled, however, that 
unless it can be shown that adver- 
tising panels already existing are a 
nuisance, the owners are entitled to 
compensation for the structures be- 
fore they can be removed. 


Departs From Precedent 

The court refused to follow cases 
decided in Massachusetts in 1905, in 
Illinois in 1911, and in Missouri and 
Ohio in 1912, holding such ordi- 
nances void. The opinion, which was 
written by Judge Clarence R. Mar- 
tin, pointed out that since the deci- 
sions in those cases, city planning 
and zoning laws had been upheld in 
each of the states, establishing regu- 
lations more stringent than the out- 
door advertising ordinances. 


The decision reverses the opinion 
of Judge Linn D. Hay, of the Marion 
County Superior Court 3, in a pro- 
ceeding brought in 1923 by the 
Thomas Cusack Company, later 
merged with the General Outdoor 
Advertising Company, to enjoin the 
Indianapolis park commissioners 
from enforcing an ordinance passed 
in 1922 under the park board act of 
1920. This prohibited the mainte- 
nance and operation of a large num- 
ber of billboards located within 500 
feet of city parks and boulevards. 

A default judgment was first ren- 
dered against the city in 1924, but 
this was set aside in 1925 and judg- 
ment was rendered against the com- 
pany in 1926. An appeal has been 
pending in the Supreme Court since 
1927. 


Collier Donates Space 


The Barron G. Collier Co., control- 
ling all street car advertising ™ 
Omaha, has donated $4,000 of space 
in the cars for the business men 0 
Omaha to boost the city. The first 
two cards to appear in the booster 
campaign were by George Brandeis, 
manager of the Brandeis Stores, an 
J. E. Davidson, president of the Ne- 
braska Power Co. The cards carried 
a short message and a picture 0 
the man making the. statement. 
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ADVERTISING AGE 
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RADIO EXTOLLED 
FOR REACHING 
YOUNG AMERICA 


But Children Are Critical, Miss 
McEwen Warns 


New York, July 3—The men’s 
wear dealers of the country are 
arguing about when a boy becomes 
a young man. Miss Anne McEwen, 
of the promotional bureau of Mar- 
shall Field & Co., Chicago, probably 
could give them the answer if she 
were so inclined. 

Miss McEwen was one of the bril- 
liant speakers at the recent meeting 
of the Sales Promotion and Mer- 
chandise Managers’ Divisions of the 
National Retail Dry Goods Associa- 
tion here. She discussed radio ad- 
vertising to children, asserting that 
anything can be sold to them and 
their mothers via radio—provided 
it has a story wrapped around it. 

“A children’s audience is as crit- 
ical as one made up of adults,” she 
said. “They are as anxious to hear 
about a new game or a new pair of 
shorts as their mothers are in hear- 
ing about fashions. Most mothers 
will tune off at a straight merchan- 
dise talk, but they will listen eagerly 
to a report of a Paris opening. The 
same thing applies to children.” 

She said the same programs can 
be planned for boys and girls until 
their sixth year. After that, it’s 
different. 

She urged that the radio hour for 
children be hooked up with news 
events. Byrd’s return, for instance, 
made it possible to sell thousands of 
toy airplanes. 

William H. MacLeod, advertising 
manager of William Filene’s Sons 
Co., Boston, reported an 79 replies 
from a questionnaire sent out to 
determine the amount of advertis- 
ing being done by department stores 
and the results. 

Big Space Not Enough 

The results indicated that depart- 
ment stores usually react to lagging 
sales by increasing their volume of 
advertising. Brute force in adver- 
tising doesn’t seem to work well, 
however, as many of the stores with 
the smallest advertising percentages 
show the most satisfactory vol- 
ume of business. The figures for 
newspaper advertising ranged from 
2.45 per cent down to 2.20. The 
totals for all forms of advertising 
were 4.56 to 3.90 per cent. 

R. V. Tossell, publicity director 
for the LaSalle & Koch Co., Toledo, 
recommended the use of posters in- 
side of department stores. In his 
city, 2,500,000 persons visit the store 
during the year. 

“Most interior posters are too 
general in content, too passive in 
tone,” he argued. “The ideal poster 
is one that exploits a single item of 
wide appeal and moderate price. 
The copy should be limited to a 
few brief words—should be little 
more than a label. A picture should 
be used where it will help. 

“Color is ready-to-hand for 
poster use. We are using posters 
made by the silk screen process. 
They are inexpensive if you organize 
4 complete poster layout in your 
store, taking advantage of 30 or 40 
strategic positions, and change the 
Posters two or three times a week.” 

He also suggested the use of 
Photostatic enlargements of news- 
Paper advertisements for store bul- 
letin boards. Another wrinkle is to 
display proofs of the current news- 
Paper copy on coated stock. 

LaSalle & Koch have developed 
the idea of interior display by train- 
ing one sales person in each depart- 
ment in this art. 

Kenneth Collins, executive vice- 
President and publicity director for 
R. H. Macy & Co., New York, gave 
this test for every advertisement: 

Will it bring volume? Will it 
add prestige? Will it help build a 
Price line?” 

“If you cannot say ‘Yes’ to one of 
these questions, the advertisement 
should not be published,” he said. 


VANQUISHED AND VICTOR 


—Photo by Detroit News 


Here is Harold M. Hastings, secretary-manager of the 
Adcraft Club, of Detroit, who succumbed to the prowess of Miss 
Christine Dawson (at right), advertising manager of the Flor- 
ists’ Telegraph Delivery News, in the spelling bee between the 
Adcrafters and the Women’s Advertising Club. Miss Dawson, 
who is president-elect of the W. A. C., seems to have a quizzical 
look on her countenance. The other young lady is Ruth Des 
Jardins, champ grade-school speller, who officiated. 


tude changed and he came to feel 
that the architect was worth every 
cent paid. The general public should 
be made to agree with Mr. Chapple’s 
revised idea. But somebody must 
tell it the story.” 


Dr. Rusby’s Side 
of Story Given 
to Committee 


Washington, D. C., July 3.—The 
Senate Committee’s investigation of 
the Food and Drug Administration 
was enlivened recently by a reply of 
Dr. H. H. Rusby, dean of the College 
of Pharmacy, Columbia University, 
New York City, to charges of Dr. 
Olin West, secretary of the Ameri- 
can Medical Association, Chicago, 
that Dr. Rusby had “testified in 
favor of a most vicious patent medi- 
cine and had allowed his name to 
be used in testimonial advertising.” 

Dr. Rusby said he objected to 
“this attempt of Dr. West to mislead 
the Senate Committee as to the 
facts.” 

Dr. Rusby testified as follows re- 
garding an unnamed medicine com- 
pany: 

“Counsel for that company called 
upon me to testify to the merits of 
its product and I declined on the 
ground that I had never seen the 


medicine, did not know its composi- 
tion or properties, and did not ap- 
prove of a medicine sold, as that 
was, for self-medication. I was 
asked how a fee of $10,000 would 
strike me and replied that a fee of 
10 cents or $10,000,000 would make 
no difference to me.” 
As for the yeast: 


“T have never expressed any opin- 
ion in private or public concerning 
this article. I was offered $1,000 
for ten lines in commendation of it 
and declined the offer. I had writ- 
ten an article on compressed yeast 
for my textbook on materia medica 
and I offered the use of the whole 
or any part of this article, provided 
it were placed in quotation marks 
and credited to my book and that it 
contained no mention of any particu- 
lar make of yeast. 

“I made no demand or suggestion 
of compensation in making this offer. 
I make no apologies for any of these 
acts, reserving the right, profession- 
ally or otherwise, to state the facts 
regarding drugs at any time and 
place.” 


Warner Bros. to Make 
Industrial Movies 


Warner Bros., New York, have 
announced their entrance into the in- 
dustrial and commercial moving pic- 
ture field. They will also contract 
for showings of pictures through 
their regular outlets. The industrial 
department will be centered in 
Brooklyn. 


Adverse Report 
on Advertising 


OLD ENOUGH TO KNOW THE GREAT TRADITIONS OF STEEL 


Rushed Through 


New York, July 3.—Describing 
the recent convention of the Ameri- 
can Institute of Architects in Wash- 
ington, D. C., Ernest Eberhard, 
managing editor of American Archi- 
tect, commented editorially in the 
July issue of that magazine on the 
action of the A. I. A. Committee on 
Public Information, which brought 
in a report against the use of paid 
advertising in newspapers and mag- 
azines. 

The committee, Mr. Eberhard 
said, was severely criticized for 
making such a report without hav- 
ing given the delegates an opportu- 
nity to express themselves in open 
meeting. 

“It was freely said,” Mr. Eber- 
hard wrote, “that if a vote of those 
present had been taken, the Institute 
would certainly have gone on record 
as favoring paid advertising.” 

Mr. Eberhard quoted one architect 
to the effect that “Our chapter used 


paid advertising for two years and 
we wasted our money. In one year 
we spent $1,500 and, gentlemen, we ‘ 
did not spend it in small amounts!” 
Eberhard’s Analogy a 
Mr. Eberhard commented: “This a 
is like saying, ‘We built a 40-room 
house for $1,500 and, gentlemen, we 
did not economize on quality!’” 
Continuing, he pointed out that 
“Advertising campaigns cost money. 


Review 
becomes 


STEEL 


Fifteen hundred dollars is not _| Other changes include 

enough to make a dent in the mar- | more effective presenta- 

ket. Even the smaller specialty lm] tion of editorial contents, 

shops spend more than that in a 4 and a new form of make- 

year. The Tennessee chapter pro- iy up which gives greater | Bar mS 

poses to spend a minimum of $10,000 | visibility to all advertising. |, ™ cele, 


and has engaged an advertising 
agency. That is not much money, 
but it is enough to make a fair start 
if it is intelligently spent. 

“If the Institute ever does. adver- 
tise, its initial expenditure should 
be at least $100,000, requiring $25 
each from 4,000 architects. This 
amount would comfortably cover a 
campaign in a few of the leading 
publications.” 

Mr. Eberhard continued: 

“Bennett Chapple, vice-president 
of the American Rolling Mill Co., 
told the delegates that when he built 
a house five years ago he employed 
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CLEVELAND, O. 


New York, Pittsburgh, 
Chicago, San Francisco, 
London 


After 48 years of leader- 
ship in its field, and at the 
very height of its success- 
ful career, lron Trade 


effective July 3 issue. 


The new name more ac- 
curately represents the 
scope and perspective of 
the publication — and the 
developments in industry. 
Those developments are 


booklet entitled “Steel — 
Basic to Industry”. Send 


A PENTON PUBLICATION 


BRONZE 


an architect because he thought it 
the thing to do. When he found out 
how much the service would cost, he 
said that he never thought that any 


man in this day and age would have 
the nerve to ask for so much money 


to do so little. But as the work 
progressed, and he found out what 
his architect actually did, his atti- 


YOUNG ENOUGH TO LEAD THE INDUSTRY IN A MODERN AGE 
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Move Ivanhoe Division 


Henry Shalling, sales manager for 
the Ivanhoe sales division of the 
Miller Company, Meriden, Conn., 
makers of lighting fixtures, has been 
transferred from Cleveland to the 
home offices in Meriden. The Ivan- 
hoe division handles sale of articles 
for commercial and industrial light- 
ing. The entire division is being 
moved. 


THE LETTER SHOP, Inc. 
Addressing, Multigraphing, 
Mimeographing, Individual 

Letters 


Telephone Wab. 8655-8656 
440 So. Dearborn 8t., Chicago, Hl. 


REDUCE YOUR COST 
OF SELLING [2 enies Direct Mail 
Folders, Blotters, Booklets, Catalogs, ete., ete. 


Postage magazine— 
ipublished continuously since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Fou of sound 
business ideas, information and facts. 00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 
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Air Service Is 
Backward Child, 
Says Parlin 


Results of a study of aviation, 
made by C. C, Parlin, of the Curtis 
Publishing Co., were reported to the 
Advertising Post, American Legion, 
in Chicago last week. In addition to 
compiling statistics, Mr. Parlin made 
a tour of the country’s principal 
airways in a Ford tri-motor plane 
owned by his company. 

Major Reed G. Landis, American 
ace and head of the Chicago agency 
of that name, arranged the appear- 
ance of Mr. Parlin, but was himself 
prevented from attending by illness. 
Others on hand included officials of 
the National Air Race Meet, to be 
held in Chicago in August; Capt. 
Duncan, Air Officer for the corps; 
and Fred A. Healy, vice-president of 
the Curtis Publishing Co. 

“American aviation interests are 
incurring unnecessary operating 
losses through failure to employ ad- 
vertising,” Mr. Parlin declared. 

“This industry today offers as 
good a chance to make money as the 
automobile industry did 25 years 
ago. If the present management 
does not put the selling effort into 
the business that the facts warrant, 
outsiders with the requisite mer- 
chandising perspective may step in 
and seize the neglected opportunity.” 

As an example of the opportuni- 
ties ripe for exploitation, Mr. Parlin 
pointed out that, since only the 
United States and Europe now have 
adequate railroad facilties, Ameri- 
can airplane manufacturers operat- 
ing in South America, China and 
other countries have a wonderful op- 
portunity. 

What Industry Needs 

As for this country, he said, the 
industry needs government support, 
capital that is willing to wait for re- 
turns and a great increase in public 
patronage. An advertising campaign 
for passenger business, he believes, 
would also guarantee the first two 
factors. ; 

He criticized air transport com- 


TYPOGRAPHERS WHO PROVE IT WITH PROOFS 


Here, quality in typography is not 


something that, for a whim or a lack- 


adaisical compromise, may be cast 


aside like a worn-out glove, to quote 


the thud-and-blunder melodrama of 


the Nineties. We aim to be one of 


the Cornelians who believe in the 


supreme sway of style. Everything 


we do we like to do with a touch, 


a finish, a 


manner that make even 


the six-inch set-up stand out among 


its Fellows in the sprawl of space. 


LEE & PHILLIPS, INC. 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE CO., Inc. 


@ FREDERIC NELSON PHILLIPS, Inc. 


GRAPHIC TYPESETTING CORP. ¢ CAXTON TYPOGRAPHERS, Inc. 


—— 


TRAVELING BY AIR? BE NONCHALANT! 


Schuyler Hopper, associate account executive of the Erick- 
son Co., New York agency, whiled away the hours on an air trip 
to Los Angeles by taking care of accumulated correspondence. 


panies for reducing their rates to 
equal rail fare plus pullman, and 
tailing to advertise the fact. 

“Operators told me,” he. said, “that 
the reduction was for the purpose of 
filling the planes now in operation, 
and had more than succeeded. But 
the follow through indicated, i.e., 
the operation of more planes and the 
advertising of the service and prices, 
was not done. On such a course, the 
industry could now be going rapidly 
ahead, building a clientele sufficient 
to make a profitable volume possi- 
ble.” 


Outdoor Expert Picked 
by Bridgeport Club 


George Hanson, of the outdoor ad- 
vertising company of Murphy, Inc., 
has been elected president of the 
Bridgeport, Conn., Advertising Club. 
Other officers elected are: Vice-presi- 
dent, William Crawford, Crawford 
Laundry; secretary, Francis J. Hill, 
Chamber of Commerce; treasurer, 
Florence Wawrzynska, American 
Bank & Trust Co. 

The retiring officers were: Presi- 
dent, Louis Corbett; vice-president, 
Claude Hermanson; secretary, Leon- 
ard Brown; treasurer, Miss Mildred 
Harrington. Past President Corbett 
and Frank Montgomery have been 
elected to the board of directors. 


Buck Turns Editor 


Ole Buck, who has been executive 
secretary and field manager of the 
Nebraska Press Association for 12 
years, will be the editor of the United 
States Publisher, effective at once. 
Mr. Buck will continue with the Ne- 
braska association until the annual 
meeting in Omaha, July 10-12. 

Editorial offices of the United 
States Publisher will be moved from 
Springfield, Ill., to Lincoln, Nebr. 
The plant and business offices will 
remain at Springfield. 


Pennsylvania on Job 

The Omaha Ad-Sell League officers 
are pa the list of speakers 
for the coming year. Will J. Graham, 
vice-president of the Equitable Life 
Insurance Co., has accepted an invi- 
tation. The Pennsylvania railroad 
will take one night in January. 
Executives have promised to bring 
their own entertainers by private 
car. 


Kane Opens Agency 

Frank Kane, for a number of 
years connected with the display 
staff of the New Haven, Conn., Reg- 
ister, has opened an advertising 
agency in the Washington Building, 
New Haven, under the name of the 
Kane Advertising Agency. 


Made Radio Manager 

Fred L. Rowe, for the past two 
years advertising manager of Sta- 
tion WICC, Bridgeport, Conn., has 
been named station director, succeed- 
ing Edward Hall, resigned. Mr. 
Rowe is a former Bridgeport news- 
paper man. 


Issue New Face 
The Mergenthaler Linotype Co., of 
Brooklyn, has issued Estienne, a type 
face by George W. Jones, creator of 
Granjon. It is available in 12 to 
18-point, 8 and 10-point being in 
process of manufacture. 


Advertisement 


Used As Evidence 
in Wool Suit 


Washington, D. C., July 3.—Filing 
of a suit against the Wool Institute, 
Inc., of New York, by the Depart- 
ment of Justice, under the Sherman 
anti-trust act, was accompanied by a 
decree prohibiting the practices com- 
plained of. The decree was entered 
upon the consent of attorneys for 
the Wool Institute. 

The specific charge was that the 
Institute and its members, control- 
ling a major portion of the nation’s 
supply of woolen yarn and woolen 
cloth, “have actually restrained in- 
terstate trade in woolen goods.” 

It was also alleged that the open- 
ing of sales seasons were agreed on 
and that a schedule of prices was 
maintained, eliminating all price 
competition. 

An interesting feature of the case 
was that the action on which the De- 
partment based the suit was widely 
advertised. 

The suit said: 

“Emphasis is placed upon a meet- 
ing of a large group of member 
companies on Dec. 11, 1929, at which 
a resolution was passed whereby the 
men’s wear mills agreed to definitely 
maintain their established Spring 
prices throughout the season. 

“This arrangement was promi- 
nently advertised in several news- 
papers of wide circulation. Other 
allegations have to do with the fix- 
ing of uniform opening dates on 
which certain classes of goods are 
offered for sale, and agreements to 
withhold such goods from the mar- 
ket until the date fixed.” 


Publish First Issue 


of “Lionel Magazine” 

The first issue of the new publica- 
tion, The Lionel Magazine, has been 
published by The Lionel Corp. of 
New York. It is being published for 
the education, information and en- 
tertainment of boys of the country 
interested in model railroading. 

Members of the Lionel Engineer’s 
Club, toy buyers, toys shops and toy 
distributors received copies of this 
premier issue, which had 16 pages, 
printed in black with four color 
covers. On the cover is a oe 
by Howard Brubaker, well-known 
poster artist. 

It deals with actual railroading 
conditions throughout the country, 
information on railroad operation 
and other stories of real interest to 
boys fond of railroading. 


“Paint Journal” 
Plans Addition 


‘The American Paint Journal Co., 
St. Louis eee weg of a group of 
papers in the paint field, will erect a 
four-story building at 3713 Wash- 
ington boulevard, on the front of the 
property now partly occupied. 


Mitchell Transfers 
H. G. Mitchell has resigned as 
manager of the Birmingham Better 
Business Bureau to take the same 
position in Oklahoma City. 


U. S. Spends 
50 Million in 
Foreign Papers 


Washington, D. C., July 3~ 
American advertisers spent $50,000,. 
000 last year in foreign advertising, 
according to the latest estimate of 
the Bureau of Foreign and Domestic 
Commerce. This figure does not in- 


clude voluntary § advertising of 
American products by foreign 
agents. 


Eight leading export advertising 
agencies of New York carry nearly 
250 export advertising accounts, 
At least six important American 
advertising agencies have _ estab- 
lished branches in other parts of the 
world, primarily to serve a few of 
the largest and most prolific adver- 
tisers of the United States. Much 
additional American advertising 
abroad is placed through foreign 
agencies or directly by manufac- 
turers. 

In the case of certain commodi- 
ties, disbursements for this purpose 
are deducted from the proceeds of 
sales abroad by the representatives 
of the American exporter. 

The bureau estimates foreign sub- 
scriptions to American magazines 
and newspapers at $5,000,000 for 
1929. American subscriptions to 
foreign publications amounted to 
$3,000,000. 

The volume of foreign advertising 
in the United States amounts to at 
least $5,000,000, it is believed. This 
figure includes a constantly growing 
volume of tourist advertising placed 
by foreign governments, railroads, 
steamship companies and others, and 
co-operative campaigns financed by 
foreign producers of Ceylon tea, 
Brazilian coffee, Norwegian cod 
liver oil, and Spanish olives. 


Class Papers 
Form Group 


lin New York 


New York, July 3.—The Metro- 
politan Class Group of local country 
club, golf and society papers was 
formed at a meeting here for the 
purpose of promoting advertising in 
this field. 

Merle Mesta, of the Spectator, 
Pittsburgh, was elected president; 
Allen Peden, of the Gargoyle, Hous- 
ton, Texas, was made vice-president, 
and Frederick Brownell, of Town 
Tidings, Buffalo, N. Y., is secretary- 
treasurer. 

The executive committee is com- 
posed of Mr. Mesta, Mr. Brownell 
and Warren C. Platt, of The By- 
stander, Cleveland. 

Standards for publications admit- 
ted to the group will include mem- 
bership in the A. B. C., it is under- 
stood. 

The Spectator, of Pittsburgh, is 
appearing under this title for the 
first time this week, having formerly 
been known as the Golfer and Club- 
man. 


Coward Wins Shoe Suit 


The Coward Shoe, Inc., New York, 
a subsidiary of Lane Bryant, Inc. 
which purchased the Coward shoe 
business recently, won in its litiga- 
tion with Julius Grossman, Inc., also 
of New York, and for years a manu- 
facturer of part of the Coward shoe 
output, to restrain the Grossman 
company from making use of the 
Coward name in retail stores Tre 
cently opened. , 

Supreme Court Justice Lydon 
granted the application “in all re- 
spects,” and refused also a counter 
injunction applied for by the Gross 
man company to bar the Coward 
company from representing that the 
Grossman shoes are imitations of 
the Coward products. 


Wins Advertising Contest 


Charles W. Reed won the adver- 
tising contest conducted among _stu- 
dents of advertising at the Univer 
sity of Oregon by the Botsford- 
Constantine Co., Portland, = 
agency. Reed’s subject was oe 
to Advertise the State of Oregon. 
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ADVERTISING AGE 


Wom en in 
Advertising 


Alice Davis 


St. Louis, July 3.—Unlike many 
women in advertising, Miss Alice 
Davis, of the advertising department 
of the Mercantile-Commerce Bank 
& Trust Co., specializes largely in 
advertising to her own sex. 

One of her recent accomplish- 
ments was a direct-mail campaign 
to 7,500 St. Louis women whose hus- 
bands have annual incomes of $50,- 
000 or more. A simultaneous effort 
was exerted on the husbands, who 
are the immediate prospects for the 
bank. This was followed up by per- 
sonal calls. 


The campaign consisted of six 
folders on the subject, “What You 
Should Know About Your Future.” 
Each folder was of the deluxe vari- 
ety, carrying, in addition to the talk 
of the day, portraits in color of 
famous men, and parts of their 
wills. 


In the case of Lincoln, who died 
intestate, Miss Davis substituted the 
“Will of Charles Lounsberry,” writ- 
ten in 1898 by Williston Fish, Chi- 
cago attorney, and saying in part: 


“I leave to children, but only for 
the terms of their childhood, the 
flowers of the fields and the blos- 
soms of the woods, with the right to 
play among them freely. And I de- 
vise to them the banks of the brooks, 
and the golden sands beneath the 
waters thereof, and the odors of the 
willows that dip therein, and the 
white clouds that float high over 
the giant trees. 


“And I leave to children the long, 
iong days to be merry in, and the 
night and the moon and the train 
of the Milky Way to wonder at.” 


The campaign almost took care of 
itself, once the theme was outlined. 
Among results were 2,000 requests 
for booklets. 


Newark Has “Press” 


John B. Ryan, Jr., grandson of 
the late Thomas Fortune Ryan, has 
begun publication of the Newark 
(N. J.) Free Press as a morning 
paper, daily except Sunday. Harry 
Gray is also interested. The Newark 
Ledger has had the morning Eng- 
lish-language field to itself. 


Findley Looks Back 


The New York Business Editors’ 
Ssociation has reprinted the ad- 
ress of A. I. Findley, editor emeri- 
tus of The Iron Age, given at its 
ay meeting, “If I were Starting 
ut as a Business Paper Editor.” 
tr. Findley gave the basic philos- 
ophy developed in 38 years. 


“Multi-Guide” in Mails 


The first issue of the Chilton 
Automotive Multi-Guide is being 
Mailed to the automotive trade 
from Philadelphia. It gives infor- 
mation on interchangeability be- 


n more than 100 parts of all 
nso car models for the past five 
ears, 


Real Stars 


Hollywood, Calif., July 3.—The 


by motion pictures. That is to say, a 
| film depicting the packaging depart- 
|ment of the plant, even in sound, 
| will no longer be able to win atten- 
tion against the new competition. 


This consists of the use of honest- 


to-goodness movie stars, ex-stars, or | 


near-stars in commercial movies. 
|The Metropolitan Sound Studios, 


| Inec., has just completed such a talk- | 


ing picture for the Richfield Oil Co. 
of California. 


favorites as Lloyd Hamilton, Eddie 


Dot Farley. 
Harry Edwards, who has achieved 
distinction in directing comedies. 


major portion of the film is devoted 
to the struggle of two brothers 
(Hamilton and Baker), whose sole 
means of support is a service station 
which is suffering from senile decay. 

What to do, what to do? Ah, you 


Oil ‘Talkie’ 


new era has arrived in advertising | 


The talkie presents such screen | 


Baker, Neal Burns, and, not least, | 
It was directed by | 


Of course, a few of the Richfield | 
executives are also shown, but the | 


Features 


of Filmdom 


a 


Doi Farley 


must see the picture or wire the 
Richfield Oil Company. 


“Steel”? Is Name 


Adopted by “Iron 
Trade Review’’ 


Cleveland, O., July 3.—The Pen- 
ton Publishing Company announces 
that beginning with the July 3 issue, 


Iron Trade Review, which has served | 


the steel industry for 48 years under 
that title, becomes Steel. The new 
name has been adopted because it 
defines the scope and purpose of the 


| publication more accurately. 


The format, arrangement of edi-. 


terial and advertising pages, typog- 
raphy and other physical character- 
istics of the publication have been 
improved. 

More emphasis is put on news 
articles and information of greater 
interest to the largest number of 
readers. A digest enables the busy 
executive with only a few minutes 
at his disposal to “high spot” the 
week in steel. Greater opportunity 
is afforded for presenting and in- 
terpreting major news items effec- 
tively. 

“The Business Trend” is made 
more graphic through the use of 
color. Market reports are presented 
in more legible form and prices are 
quoted in larger type. Steel also pre- 


sents a comprehensive digest of all 
significant activities in the technical 
operations of the steel industry, in 
addition to its usual articles on en- 
gineering practice. 

To stimulate the preparation of 
better advertisements and to enable 
readers to derive the fullest values 
from advertising pages, advertising 
and editorial pages have been re- 
grouped. The new make-up is 
| advantageous to readers and adver- 
| tisers alike. 


N. Y. Honors Le Quatte 


H. B. (Buzz) Le Quatte, president 
of Churchill-Hall, Inc., New York 
agency, has been elected a director 
of the Advertising Club of New 
| York. Mr. Le Quatte, who entered 
|the agency field twenty-two years 
| ago, is chairman of the club’s edu- 
| cational committee, and a contribu- 
tcr to many of the advertising jour- 
| nals, 
| 
Outdoor Association 


| Selects Milwaukee 


The Outdoor Advertising Associa- 
tion of America, Inc., will hold its 
annual convention October 21-23 at 
the Hotel Schroeder, Milwaukee. 
H. J. Fitzgerald, of the Cream City 
Bill Posting Co., will be general 
chairman. 


Furniture Trade 
Adopts New Code 
of Standards 


After a year of study, four asso- 
ciations representing all branches of 
the furniture industry, have adopted 
a list of 33 rules to serve as stand- 
ards of practice. The organizations 
interested are the National Associ- 
ation of Furniture Manufacturers, 
National Retail Furniture Associ- 
ation, Southern Furniture Manufac- 
turers’ Association and the National 
Retail Dry Goods Association. 

The most frequent abuse, it was 
found, has been illegitimate furni- 
ture sales by all branches of the 
trade. 

The National Retail Dry Goods 
Association found many retailers 
placing quantity orders to get larger 
discounts, and then cancelling a 
part of the order. Some manufac- 


turers, on the other hand, were 
found guilty of “stuffing” their 
orders. 

Indiscriminate selection of retail- 
ers was another charge made 


against manufacturers, while viola- 
tion of exclusive agency agreements 
also was alleged. Selling on con- 
signment also was condemned in the 
trade rules. 


Represent Aviation Daily 


Aviation Daily News, New York, 
has appointed Franklin E. Wales, 
Chicago, as Western advertising 
representative. Other appointments 
are of F. J. Wright, St. Louis, and 
R. W. Mitchell, Kansas City. C. M. 
Nussbaum is national advertising 
manager. 


Steuerwald Transferred 


L. H. Steuerwald has been trans- 
ferred from Sioux Falls, S. D., 
branch of the General Outdoor Ad- 
vertising Co. to the Omaha branch, 
where he is serving as national out- 
let man, contacting local representa- 
tives of national advertisers.” 


Phelps Sells Station 


George Harrison Phelps, Inc., De- 
troit agency, has sold radio station 
WGHP to the Kunsky - Trendle 
Broadcasting Corp., which has 
changed the call to WXYZ. 


Coutlee Resigns 


Douglas W. Coutlee has resigned 
as advertising manager of Plough, 
Inc., Memphis, effective July 15, and 
will return to New York. 


Promoted by Brillo 


Archie Tarr, assistant advertising 
manager of the Brillo Mfg. Co., 
Brooklyn, has been appointed adver- 
tising manager. 
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find new MARKETS 


1930 


In the press of competition for business in 1930, 
you need this information that will point your 
way to new markets, better outlets for your goods. 
Let The Market Data Book be your guide! 


In this single volume are figures on a hundred 
major fields—data on production, distribution, 


! buying set-ups, buying seasons, developments 


affecting buying— 


USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use ‘Che Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


Compiled from more than a thousand sources— 
Condensed into immediately available form— 
Indexed for easy reference— : 

Authentic in every detail— 


And a complete directory of business publications, 


grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>> HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 


cation is by far the most valuable 
extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our advertis cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thoroughly 
reliable reference book.” 


“Has always been very helpful 
to us.” 


Class & Industrial Marke 
537 South Dearborn Street, Chicago 


Please enter my subscription to 
Class & Industrial Marketing for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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D. M. A. A. Forming 
Educational Body 


The educational committee of the 
Direct Mail Advertising Association 
is being formed by George W. Ward, 
of the D. L. Ward Co., Philadel- 
phia, in anticipation of the Mil- 
waukee convention October 1-3. 

The committee, headed by Homer 
J. Buckley, Buckley-Dement Co., 
Chicago, will procure the best direct 
mail campaigns for exhibition at 
the convention. Other members are 
Tim Thrift, American Sales Book 
Co., Elmira, N. Y.; David Rutter, 
advertising manager, E. I. duPont 
de Nemours & Co., Wilmington, and 
Frank L. Pierce, Detroit, secretary 
of the association. 


OTHER MAN’S PLANS 


—may be better than yours. You can use 


ood ideas of others to build your business. 
Selling Aid Digest puts you in touch with a 
hundred good plans each month. Indexes 
meat of advertising and merchandising ar- 
ticles in current business magazines. Write 


Ask for details. 


FLINT McNAUGHTON 
78 E. Madison Street CHICAGO 


today. 


StUNG 


KocHS 


ADVERTISING— 


IDEAS 


want to see a ‘“‘flaming”’ series I’ve just 
finished for a prominent gas range manuf 
? Just write, and Ill send it. 


24 west 56 street - new york 
The telephone number is circle 4113 


JOINT MEETING. 
IN MINNEAPOLIS 
DISTRICT PLAN 


Co-operate with Editors in Big 
Exposition 


Duluth, Minn., July 3.—Besides 
| re-electing W. H. McGenty, pub- 
lisher of Stock and Dairy Farmer, 
of this city as Governor, the Eighth 
District, Advertising Federation of 
America, has launched plans to 
make the 1931 meeting not only the 
largest sectional gathering in the 
country, but one that will compare 
favorably with any national meet- 
ing. 

With this end in view, the Eighth 
District proposes to join the Minne- 
sota Editorial Association for a 
joint meeting in Minneapolis next 
year. If this tentative plan is 
realized, national figures in the 
advertising field will be secured as 
speakers; others high in the busi- 
ness world will also be invited. 

An advertising exposition will be 
another feature, outstanding adver- 
tisers of the Eighth District being 
invited to display. 

The plans will take definite shape 
at a meeting of the Board of Club 
presidents of the Eighth District, 
to be held in Minneapolis in Septem, 
ber. If the project carries through, 
full-time men will be employed at 
once by both the Eighth District and 
the Minnesota Editorial Association 
to begin preliminary work. 

A Traveling Convention 

The Eighth District meeting was 
a roving affair, starting at Hibbing, 
holding a session at Duluth and 
ending with a Canadian cruise 
through Lake Superior to Fort 
William and Port Arthur. 

Officers elected were, besides Mr. 
McGenty, whose vigorous leadership 
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is regarded as indispensable in view 
of the organization’s ambitious 
plans: Deputy Governors, Wright 
Cochrane, Omaha, and James G. 
Early, business manager, Hibbing 
Tribune; secretary-treasurer, Felton 
Colwell, Colwell Press, Minneapolis. 

Winnipeg extended an invitation 
to hold the 1931 convention in that 
city, as did Minneapolis. 

Mr. Early presided at the initial 
meeting at Hibbing. Copies of his 
paper revealed a clever stunt by 
Hibbing advertisers, each of whom 
dedicated his space to welcoming 
one visitor. 

The Central Laundry, of Hibbing, 
printed a likeness of C. C. Young- 
green, retiring president of the A. 
F. A., urging him to have an enjoy- 
able and profitable visit. 

Walter E. Lamb, advertising 
director of the Minneapolis Tribune, 
was greeted in this fashion by the 
Hansen Clothing Co., and Elaine 
Cleveland Norden found herself 
selected by Sachs Department Store. 
The Boston Department Store used 
its space to assure H. C. Hotaling, 
“we have been preparing to receive 
you for weeks.” 


Denver Organization 
Appoints Committees 


Milton E. Bernet, director of ad- 
vertising for the Mountain States 
Telephone & Telegraph Co., and new 
president of the Advertising Club of 
Denver, has named the following 
committee chairmen: 

Program, Allen B. Spencer, Gen- 
eral Outdoor Adv. Co.; membership, 
Eric Erskine, Butler Paper Co.; 
finance, Jesse O. Goodwin, Western 
Newspaper Union; publicity, Samuel 
Freed, Great Western Sugar Co.; 
“Denvertising,”’ Margaret Harvey; 
attendance, Katherine Jenkins, Ball 
& Davidson, with Delphine Schmitt, 
Continental Foods Corp., as vice- 
chairman; reception, Fred W. Feld- 
wisch, H. H. Tammen Co.; house, 
William M. Cocks, Cocks-Clark En- 
graving Co.; civics, William E. 
Bryan; entertainment, Fred J. Wag- 
enbach. 


Perkins in Montreal 


Frederick O. Perkins, vice-presi- 
dent of the J. Walter Thompson Co., 
New York, addressed the Montreal 
Advertising Club last week, urging 
research to determine the job to be 
done before advertising started. He 
said that advertising is attracting 
some of the best minds in the world. 


Advertising Men Shift 


J. Byxby has been tranferred 
from Meriden to Chicago by th 
International Silver Co. E. C. 
Stevens, Jr., goes from Meriden to 
Atlanta, T. O. Wright to New York, 
and Williams Mays to St. Louis. 
All are engaged in sales promotion. 


Davis Transfers 


After six years as director of 
public relations for the Kentucky 
Utilities Co., Louisville, John E. 
Davis has taken the same position 
with the Whitney-Graham Co., 


Joins Cleveland Agency 

Ralph W. Izard, formerly with the 
McGraw-Hill Pub. Co., has joined 
the copy staff of King and Wiley & 


Co., Cleveland. 


With the 
Club Editors 


Moans 

“The sedan,” Ray Finger says, 
“was parked by the side of the road, 
and as I drew near I could hear 
noises of a struggle within. I could 
hear a rustle, probably of silk, and 
the muffled panting of a man. 

“The body of the car swayed 
slightly to and fro. I heard a curse, 
and then, again the muffled panting. 
I crept softly around to the side, 
looked into the window, and saw— 

“A man trying to fold a road map 
the same as it had been!”—‘Ad- 
vents,” Pittsburg Advertising Club. 


* * * 


Stars 

When you see a member at the 
meeting with a small red star at- 
tached to his button, step up and 
introduce yourself. Make him feel 
at home. He is a new member—apt 
to feel a little strange—to keep to 
himself. 

Remember how you felt when you 
first joined the club? That’s what 
we want to avoid—any feeling of 
strangeness. After all, we’re friends 
met together for our mutual inter- 
est. The sooner we know each other 
and call each other “Al,” the better. 
Watch for the red stars.—“The Blue 
Pencil,” Advertising Club of Los 
Angeles. 


* * * 


Yeah? 


What this club needs most of all 
is a good tough sergeant-at-arms!— 
“The Advergram,” Advertising Club 
of Des Moines. 


* * * 


Cup 

Three advertising club members 
have been checking carefully the 
activities of fellow members. For 
the past week they have been ob- 
served in private meeting, going 
over records of achievement, and 
are now watching the results of 
wind-up efforts. 

Douglas V. Martin, Jr., chair- 
man, and his colleagues of the Cup 
Awards Committee, Frank P. Gibbs 
and Oliver Life, are seeking the 
four members of the Advertising 
Club whose efforts in organization 
work this year merit the awarding 
of one of the four loving cups which 
are to be presented at the close of 
President Licklider’s club year in 
July. 

As in the past, those of the Ad- 
vertising Club “rank-and-file” mem- 
bership who have contributed in a 
large measure of their time and in- 
terest to the promotion of advertis- 
ing club activities will be rewarded 
with presentation of the loving cups. 
Officers and members of the Board 
of Governors are not eligible for 
these awards. 


Donors of the cups to be given 
this year are: Famous-Barr Com- 
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pany; Stix, Baer & Fuller; Scruggs 
Vandervoort & Barney, and the RB. 
Nugent Department Store.—‘Adver. 
tising Club Weekly,” Advertising 
Club of St. Louis. 


Home 
An ant was gazing longingly at 

the carcass of a dead horse when 
rum runner’s car passed. A case of 
liquor bounced off the car and the 
bottles broke. The ant immediately 
proceeded to quench his thirst, 
Then, grabbing the horse by the tail, 
he shouted lustily, “Come on, bj 
boy, we’re going home!”—*“Aq. 
script,” Advertising Club of Indiap. 
apolis. 

* * 


Speakers 
If you aspire to become chairman 
of the program committee it would 
be well to consider these facts. B)j 
Cohan, chairman of the publication 
committee, informs us that it re. 
quired a total of 427 letters, 37 tele. 
grams received and sent, and 1 radio 
message in order to get the speakers 

for the weekly meetings. 
Eli did an excellent job, manag. 
ing to get speakers covering every 


phase of advertising. In addition to. 


which, he operated much below his 
budget, incurring very little ex. 
pense.—“‘Ad-Vance,” The Advertis- 
ers’ Club of Cincinnati. 


* * * 


Whoopee 
There is a need for advertising 
clubs as at present organized, and 
attendance is proof of the success 
with which the clubs are filling that 
need. A little whoopee, judiciously 
applied to either the weekly adver- 
tising clubs’ luncheons, or to the in- 
dividual, is not a bad idea. Not bad 
at all! —“Spotlight,” Advertising 

Club of Portland, Oreg. 


Monopoly in 
Outdoor Field 
Is Disclaimed 


Washington, D. C., July 3—Denial 
of intention or an attempt to monop- 
olize the outdoor advertising busi- 
ness of the Pacific Coast has been 
made by the Foster-Kleiser Adver- 
tising Co., in answer to an anti-trust 
suit recently instituted by the Gov- 
ernment. Answers were also filed 
by the other defendants, Walter F. 
Foster, George W. Kleiser, August 
F. Lausen, Jr., and the Restop 
Realty Co. 


The snit charged that the defend- 
ants entered a combination through 
which they control 90 per cent of 
the outdoor advertising business on 
the Pacific Coast. 


The answers deny that the Foster- 
Kleiser Co. is engaged in interstate 
commerce within the provisions of 
the Sherman Anti-trust Act under 
which the suit was instituted. 


The transportation and _ building 
of their own advertising structures, 
alleged to be in restraint of trade, 
are claimed by the defendants to be 
only incidental to their business and 
in no way enforcing any restraint 
upon commerce. 


Denial is also made of allegations 
in the petition charging that the 
Foster-Kleiser Co. has acquired in- 
terest in the Restop Realty Co., the 
Lafon System, Inc., and the Coast 
Advertising Co. for the purpose of 
preventing competitors lawfully to 
engage in their business. 

The defendants insist that they 
have never purchased advertising 
sites at prices in excess of their true 
value and worth to the prejudice of 
competitors or employed agents to 
obtain information and cooperation 
with public officials in regard to 
securing such sites. At no time, it 18 
claimed, have they adopted a policy 
of discriminatory prices, prefer- 
ences, priorities, rebates or other 
discriminations against competitors. 

They contend that they have as- 
sumed no exclusive domination over 
the control of the outdoor advertis- 
ing business in the Pacific Coast 
States, and deny any intent to do s0. 
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N. A. E. Definition 
of Newspaper Rates 
O. K.’d at Asheville 


(Continued from page 1) 


Engel, Little Rock (Ark.) Democrat; 
L. C. Brown, St. Petersburg (Fla.) 


“One of our members protested 
against an inspired story on the 
financial page of the Chicago Trib- 
une, reporting a 10 per cent cut in 


Independent; Clark Howell, Jr-.,| price by one of the great mail-order 
Atlanta Constitution; houses. This was interesting news 
James G. Stahlman, Nashville|to millions of readers and a leading 


Banner; F. C. Withers, Columbia 
(S. Car.) State; W. Bruce Hager, 
Qwensboro (Ky.) Inquirer and Mes- 
senger; L. K. Nicholson, New Or- 
leans Times-Picayune; E. K. Gay- 
lord, Oklahoma City Oklahoman and 
Times; and James H. Skewes, 
Meridian (Miss) Star. 

Asheville was chosen for the 1931 
convention city. 

An increase in first-class postal 
yates will probably be necessary, the 
convention was told by Frederic A. 
Tilton, Third Assistant Postmaster- 
General. Mr. Tilton pointed out 
that the competition of express and 
motor buses has reduced the per- 
centage of daily and Sunday news- 
papers carried by mail to 18.44 per 
cent. 


New York paper asked for more. 
“Publicity is a. burden to us 
agents. It costs us money to handle 
and loses us money in commissions 
on the paid space we don’t get. It 
antagonizes the publisher. We would 
be better off without it.” 

Mr. Benson discussed the rate dif- 
ferential, and said that the recent 
A. N. A. survey indicated that there 
is no apparent logic or uniformity 
in rate-making of newspapers. 


Getting Local Rate 


“As a consequence, a large volume 
of national lineage is now being 
placed on a local basis,” he asserted. 
“Some authorities estimate this at 
20 per cent. That volume will in- 
crease rapidly from now,on, since 
the A. N. A. revelation. Advertisers 
are making a determined effort to 
get the local rate and will be in- 
creasingly successful, I believe, as 
long as there is a wide difference 
and newspapers compete as destruc- 
tively as they now do.” 

Mr. Benson said that national 
advertising in newspapers now rep- 
resents 25 per cent of the total, and 
in metropolitan areas is 33 per cent. 

“The local advertiser is shrinking,” 
he said. “The national, advancing. 
Does it not seem poor business to 
make a step-child of him? 

“The advertiser is not so much 
interested in rates as in cost. I do 
not believe newspaper rates are high, 
compared with other mediums, but 
cost is high—so high, in fact, that 
millions in appropriations are being 
withdrawn from newspapers _be- 
cause there is not enough money 
available to do a good job on a 
nation-wide scale.” 

Mr. Benson said that agencies are 
discredited in the eyes of clients by 
being unable to get as good a rate 
as “a one-horse dealer.” 

“We lose revenue by having to 
collect 15 per cent on a low local 
rate instead of 15 per cent on a 
national, and sometimes we cannot 

Undesirable Publicity collect anything at all,” he said. 

“Our own ban has been against|; “This is making a serious inroad 
undesirable publicity, which is| upon an already slender profit, little 
printed through the influence of the| more than 2.5 per cent. If 20 per 
business office of the paper. We are| cent of our compensation now comes 
definitely against this and against|from the advertiser instead of the 
bringing any pressure to bear on| publisher, it may soon be 30 and 40 
the publisher to print news of any| per cent and in the end the adver- 
kind, good or bad. tising agency relationship may be 

“We do not see any harm in free| lost. That would not be good for us, 
publicity which is printed for its| but it would be far worse for the 
own sake. Publicity has been im-| publisher. Without a uniform and 
mensely improved. Some of the best| assured rate of compensation, we 
newspaper brains in the country are| could not afford to provide expensive 
being employed to produce it. Edi-| facilities and do the scientific job 
tors print it and ask for more. which is required.” 


The National 


Survey Reported 

President Parks asserted that a 
survey by the department of jour- 
nalism of the University of Mis- 
souri showed that only 7 per cent 
of newspaper subscribers read the 
editorials. Other publishers, how- 
ever, asserted that the ratio was 
much higher in their communities. 

Newspapers are showing a tend- 
ency to eliminate radio programs 
from their news columns, it was in- 
dicated. No concerted action was 
taken, however. 

Among speakers at the meeting 
were Enoch Brown, Jr., of Memphis, 
Nelson P. Ponter, of Kokomo, Ind., 
Leslie M. Barton, Chicago Daily 
News, and secretary-treasurer of the 
100,000 Group of American Cities; 
and Mr. Benson. 

He pointed out that the Four A’s 
has a rule against free publicity. 

“Just recently,” he said, “the 
Massachusetts Press Association 
gave us agents until January 1 to 
stop our misdeeds, or forfeit the 
agency commission. Just what con- 
nection there is between free pub- 
licity and the agency commission I 
cannot understand, but this resolu- 
tion has some teeth in it. 


BOUND-INDEXED 


BOUND-INDEXED Handy for Reference 


Handy to File 
MEDIA ANALYSIS 


i. YEARLY COMPARISON 
or Primary Field Advertising Since 1924 

WEEKLY SERVICE ANALYTICAL TABLES 
New Advertisers R e Cc Oo T d S In Bach Field 


SELLING—is the major problem of our time, and ADVERTISING is its hand 
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unfold before your eyes month by month, if you are a subscriber to 
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Scope and consumer approach of your tion is accurately plotted for you in each 
competitors for public favor. 
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— Chicago Tribune 


State Inspection 
of All Motor Cars 
Is Recommended 


Washington, D. C., July 3.—The 
Motor and Equipment Association, 
which is using advertising to edu- 
cate the public to the value of keep- 
ing motor cars in good condition, 
will be spared this trouble, if the 
National Conference on Street and 
Highway Safety has its way. 


The Washington convention of 
this organization urged state legis- 
lation to insure safe mechanical 
condition in cars. 


“There should be periodic inspec- 
tion of all vehicles under rigid state 
supervision, and preferably under 
authorization by state law,” said the 
conference. 


It is asserted that an investiga- 
tion by authorities of Pennsylvania, 
Maryland, New Jersey and Dela- 
ware showed that of 4,000,000 cars, 
more than 1,000,000 required brake 
adjustments, 280,000 required steer- 
ing gear repairs, and 500,000 re- 
quired other mechanical corrections 
to put them in a safe condition for 
operation. 


The growing death toll from acci- 
dents requires drastic action the 
conference believed, and made this 
recommendation: 


“Old cars which can no longer be 
mechanically kept in a safe condi- 
tion should be eliminated from the 
highways, whether by proper provi- 
sion tn the certificate of title law, 
or by the ‘highway safety plan’ of 
the manufacturers, which provides 
an allowance for the junking of de- 
crepit cars.” 


Radio Dealers 
Help to Shape 
G. M. Policies 


Dayton, O., July 3.—There is 
plenty of business in the country 
if it is gone after. That is the opin- 
ion voiced by General Motors Radio 
dealers from all parts of the country 
who attended the first session of the 
business bureau which is a part of 
the new General Motors radio mer- 
chandising plan. 


This session of the bureau signal- 
ized a departure in factory-dealer 
relations, giving the dealers an ac- 
tive part in the framing of company 
policies. The organization is com- 
posed of dealers, company officials 
and zone executives meeting monthly 
here at the general offices and fac- 
tories. Each month different dealers 


will be called in. 


Explaining the plan, John E. 
Grimm, vice-president in charge of 
sales said: 


“General Motors Radio believes in 
giving its dealer organization a voice 
in its operations. When we devel- 
oped our merchandising plan we de- 
cided to give retailers a share in the 
management.” 


“Peoria Transcript” 
Issues Progress Number 
The Peoria (Ill.) Journal-Tran- 
script issued a Diamond Jubilee 
number June 29 to mark the com- 
pletion of 75 years of service. The 
daily carried a large extra volume 
of advertising, in addition to inter- 
esting editorial material describing 
its adventures. 
The first issue of the Transcript 
was published December 17, 1855, 


by William Rounseville. For four 
years it threatened to perish, but in 
1859 Enoch Emery, a real news- 
paper man, was put in charge. He 
acquired control in 1860 and the 
paper has thrived ever since. 


Emery was slated to be postmas- 
ter by President Lincoln, but the 
latter never lived to sign the com- 
mission. Lincoln’s successor, John- 
son, did so, but later removed Emery 
from office because of opposition to 
the Presidential policies. 


C. P. and Merle Slane are the 
present publishers. 


Atwood Has Agency 


_ The Atwood Machine Co., Ston- 

ington, Conn., manufacturer of silk 

and rayon throwing machinery, has 

aaa O. S. Tyson & Co., New 
ork. 


best in quality and the 
quantity. 


Recent surveys of our 


CREAM 


HOSPITAL MANAGEMENT reaches _ the 
cream of its field, all over the country—the 
leading institutions everywhere, comprising the 


largest cities in the country, one in the East and 
one in the West, are available to those interested 
in this rich market. They lead strikingly and con- 
vincingly to the conclusion suggested above. 


You can reach the hospital market with high 
efficiency and economy through HOSPITAL 
MANAGEMENT, receiving without additional 
charge a complete sales service—directory, daily 
information bulletin and listing of your literature. 


Let us help you get your share of one hundred 
million dollars spent every month by the hospitals. 


~ HOSPITAL 
MANAGEMENT 


Member A. B. C.—A. B. P. 


537 S. Dearborn Street 
Chicago, IIl. 
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Information for 
Advertisers 


(Continued from Page 4) 
84. This Man the Architect. 

This little booklet tells what is 
going on back of the impassive 
countenance of the architect, the 
big factor in the sale of many mil- 
lion dollars’ worth of building mate- 
rials. Published by Charles Scrib- 
ner’s Sons, New York. 


73. Progress in Vocational Educa- 
tion. 

A 40-page pamphlet reviewing the 
progress in Vocational Agriculture 
from 1917 to 1927, a government de- 
partment bulletin; deals with the 
nation wide scope of this rural edu- 
cational program, its growth, meth- 
ods employed and results achieved. 
Distributed by Better Farm Equip- 
ment and Methods, St. Louis. 


71. Time’s Circulation. 

A 50-page booklet presenting a 
composite picture of Time’s readers 
by an analysis of the circulation, an 
account of the method employed in 
obtaining subscriptions and a sum- 
mary of advertising carried for sev- 
eral years. 


76. The Intelligence Factor in Ad- 
vertising. 

The publishers define this 26-page 
booklet as a study of the receptive 
intelligence of the audience, assert- 
ing that this factor has been gen- 
erally neglected. Published by the 
Big Four in the Quality Field, The 
Forum, Golden Book, Review of Re- 
views, and World’s Work. 


108 The Detroit Market 

Facts and figures on traffic count 
on available outdoor advertising lo- 
eations and other data of interest 
to national advertisers. Published 
by Walker & Co., Detroit. 


Proof 
o the Pudding 


Montgomery Ward & Co., Chicago 
mail-order house, continues to set a 
stiff pace, its June sales aggregating 
$23,989,300, compared with $21,953,- 
639 for June, 1929. While the com- 
pany operates more retail stores 
than a year ago, the increase was 
effected in the face of declining mer- 
chandise prices, regarded as particu- 
larly difficult for mail-order houses 
to meet. 


* * * 


The Florsheim Shoe Company of 
Chicago is another which is con- 
founding pessimists with larger net 
profit than a year ago. The figure 
for the six months ended April 30 
was $1,133,638, against $1,119,132 
for 1929. 

ok * co 

If this country still needs a good 
five-cent cigar, it apparently does 
not realize it. Webster Eisenlohr, 
who have been engaged in an adver- 
tising campaign for a nickel smoke, 
report a deficit for the March quar- 
ter, compared with a profit of about 
$70,000 a year ago. 


co * * 


The Southern Cotton Oil Co., New 
Orleans, sponsor of Wesson Oil, had 
a handsome profit for the quarter 
ending May 31. For the nine 
months ended that date, it earned 
$1.73 on its common stock, consid- 
erably in excess of the record for 
the preceding year. 

- a * a 

Sales of the Lehn & Fink Products 
Company are reported about 6 per 
cent off for the first five months of 
the year. Clever management is in- 
dicated, however, by the fact that 
earnings dropped only 3 per cent. 
R. M. Boyle, secretary, said that 
dividends are being earned by a 
wide margin. The net profit for the 
first half of 1929 amounted to $923,- 
116, or about $2.20 a share. 

* % a 


Indications are, according to one 


expert, that 1930 will be pretty good 
for sales, not so good for earnings, 
the reason being that many manu- 
facturers are taking inventory 
losses. The majority of manufac- 
turers appear to be reducing prices 
of the finished product to reflect 
lower prices of materials, regardless 
of the price paid. Retailers are not 
so ready to absorb losses in this 
way, it is asserted by this writer, 
who blamed much of the public re- 
luctance to buy on this fact. 
aK ok * 

The Bulova Watch Company has 
changed its fiscal year from Decem- 
ber 31 to March 31. Its net for the 
15 months ending March 31 was 
$1,558,231. 

a * * 

The National Biscuit Company is 
reported to be negotiating for acqui- 
sition of the Bishop Company, op- 
erating plants on the Pacific Coast. 

* * * 


United Business Publishers, Inc., 
recently declared its regular quar- 


terly dividend of 7 per cent on pre- 
ferred stock. United Publishers 
Corporation, a subsidiary, declared a 
quarterly dividend of 7 per cent on 
preferred and $1.25 on common. 


*> * * 


Directors of Parke, Davis & Co. 
declared an extra dividend of 10 
cents, in addition to the regular 25- 
cent quarterly dividend. 

a * a 


The Procter & Gamble Co., which 
in an idle moment acquired the 
James S. Kirk Soap Co., Chicago, a 
$2,000,000 concern, has increased its 
net income every year for the last 
eight, including one year, 1924, 
when sales were slightly off. The 
sales for 1929 aggregated $193,269,- 
721, net income being $19,148,934. 


* * * 


In the absence of financial figures 
from the Curtiss Candy Co., Chicago, 
one may ponder the recent adver- 
tisement which said that two billion 


bars of Baby Ruth candy have been 
sold. 


* *~ ok 
Remington-Rand, Inc., preaches 
business efficiency and seems to 


practice what it preaches. With an 
increase in volume of about 15 per 
cent for the fiscal year ending March 
31, it recorded net profit of $6,040,- 
554, a gain of more than 50 per cent. 


To Stage Clinic 
on Advertising 
July 15 to 18 


New York, July 3.—An advertis- 
ing clinic which will diagnose and 
prescribe for the ills of the space 
seller, rather than the buyer, will 
be an interesting event at the Ad- 
vertising Club of New York, July 
15-18. However, one or two of the 
subjects will interest the advertiser. 
Among them is “Creating with Type 


. 
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That Intangible Something Cal 
Quality.” 
“How to Produce One New Cop 
tract a Week for 52 Weeks” ig 
subject which bodes ill for tha 
buyer. : 


These and numerous other topigg 
will be discussed by a host of stag 
in the publication and allied fieldg 
Among those on the program am 
James O’Shaughnessy, busines 
manager of Liberty; Charles @ 
Green, head of the agency of thal 
names; James P. Needham, the New 
York World, and others. 


Quebec Bans Signs 
Advertising Liqua 


The Province of Quebec will em 
force a law prohibiting the advem 
tising of alcoholic beverages by 
lighted signs. Premier Tascheregg 
announced the Government’s intem 
tion, effective at the next meetj 
of Parliament, in order that thom 
affected might act accordingly. ¥ 


Display-- 


A Vital Factor in Advertising 


Rates will be supplied on request. 
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Good copy, well-displayed, makes the 
ideal advertisement. 


Advertising display is limited and deter- 
mined by the physical characteristics of 
the medium in which it is to be employed. 


ADVERTISING AGE has the largest page 
size in the advertising publication field. 
It is an ideal medium in which to obtain 
maximum display. 


The opportunity to address national ad- 
vertisers and agencies with advertising 
which can be displayed in this smashing 
style is offered to publishers and others 
who have space or service to sell to adver- 
tisers and agencies. 
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